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Rough Proofs 


After working as a heavy all 
these years, Honest Harold Ickes 
must feel strange to find that his 
tence on liberal 


ins gasoline ra- 
tioning now casts him in the hero’s 
role as the friend of the motorist. 


i 


Vhile New York Central’s Mr. 
Tupper gets an upper, Howard Vin- 


cent O’Brien has just discovered 
the delights of a roomette while 
riding on the Pennsylvania. 
vfs 
Unless the phonograph people 
succeed in recovering a lot of old 


records for salvage purposes, it 
looks as if this promising young in- 
dustry may be in for a shellacking. 


7 = 


The space salesman who’s been 
having such hard sledding recently 
insists the men who are giving up 
solicitation for the Army just can’t 
take it. 

> | & 


Jesse Jones, The Listening Post 
reports, now “strongly resents criti- 
cisms he used to laugh off.” No 
home run champion looks good 
going down on a third swing. 


fe ae 


The OFF will issue a series of 
“quote sheets” for use in wartime 
advertising. This will enable the 
censorship department to release a 
few 
line service. 


, ce we 


thousand more men for front | 


What ever happened to “all the 


tea in China”? The current figures 
show we’ve been getting 45 per cent 
of it from India and Ceylon, with 
35 per cent from Java and Sumatra. 


y re 


With the rich UAW-CIO boys | 
placing full-page newspaper copy to 
present their idea of a labor war 
program, the agencies have a good 
idea where their best accounts may 
be coming from. 
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| Van Camp’s, 


| packaged in 


INTRODUCTORY 


Van@mp 
TENDERONI 


A NEW and delicious treat for 
MACARONI and SPAGHETTI lovers 


TENDER, BUT NOT DOUGH-Y - COOKS IN 7 MINUTES 
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Meds ond distributed by the Motors of the Fomous Vow Comps Port ond eons 


With this 1000-line test copy, using an 

extra color where available, Van Camp's 

is introducing a new cardboard-packaged 

product borne of the war. Newspapers 

in 50 test markets are included in the 
initial promotion. 


Van Camp Makes 
Lightning Shift 
from Pork & Beans 


Drive Halted Midway, 
Replaced by New 
Tenderoni Campaign 


Indianapolis, April 23. — Forced 
by tin can priorities to cancel a 
heavy magazine promotion for Van 
| Camp’s pork and beans last month, 
Inc., returned to the 
food fray this week after a mer- 
chandising change-over worthy of a 
professional quick-change artist. 
First test copy for a new product 
cardboard under the 
name of Tenderoni has already ap- 
peared, with ads featuring “a de- 


| licious treat for macaroni and spa- 


“We hope to create an awareness | 


in the mind of every consumer,” 
fearlessly declares 


part of their change in stamps.” 
Don’t let the old his-or-her jinx 
get you down, Ben. 


- = we 
The new ABC book illustrates 
“the percentage of ABC-audited cir- 


culation to the total paid circulation 
if publication media in the United 
States and Canada.” 

But who audited the 
igure ? 


non-ABC 


, VV F 


Goodyear heels are made not of 


reused or reworked but regenerated 
ubber, and the ads say they are 
good. Can’t you slip a little of that 
regeneration into the tire depart- 
ment 
> = © 
A iull-length leg picture of 
“Inge Rogers in a Binghamton 
neater ad won 58 per cent of the 
fminine audience and only 50 per 
tnt male readership. It looks bad, 
Ut why not try the boys on Betty 
Grable? 
a 
The new Willow Run plant of the 
Ford company is right next door to 
‘PSilanti, which the Detroit News | 
points out was named for the Greek 
— who helped free his land from 
‘urkis conquest. Come on, you 
Ypsi! 
Copy Cus. 


Benjamin | 
Namm, “that he or she should take | Weekly insertions. 


ghetti lovers.” 

Tenderoni will be introduced via 
;newspapers in 50 test markets 
throughout the nation with once- 
Initial copy ap- 
peared in 1,000-line size, with two 
colors being used wherever pos-| 
sible, and this will be followed by 
smaller 200-line copy. A color page 
in Life is also scheduled for May 
and the campaign will be supported | 
locally by one-minute radio spots 
and car cards in 15 markets. T> 's 
far the test has actually en 
launched in only 15 to 20 news- 
papers but the drive will be ex- 
panded steadily until the entire 50 
markets have been covered. 


| sis 


Package Developed in 4 Weeks 


Publishers 0. K. 
U. §. Promotion, But News 
Want No Subsidy 


U. S. Advertising 
Discussed at Every 
Newspaper Session 


New York, April 22.- 


—After de- 


bating paid government advertising 


from 


the Waldorf Astoria 
American 
editors, 


every hallway and platform of 
for a 
newspaper 


and advertising managers 


today crystallized their attitudes on 


four 


(1) Government advertising, 


is to 


basic points of agreement: 
if it 
be a wartime subsidy of news- 


papers or any other media, affecting 


their 


(2) There 


editorial freedom, is out. 


is nothing unpatriotic 


about intelligent solicitation of gov- 


ernment advertising as the most 
efficient and scientific means of 
accomplishing specific wartime 


tasks. 


(3) Advertising space, 


time, tal- 


ent and materials are commodities 


like 


tanks, planes, and labor and 


are entitled to fair compensation. 


(4) 


Selection of specific media 


should be based on scientific analy- 


of each 
by experienced 
and not by high pressure, 


department's problem 
advertising men, 


“me too” 


methods of pork barrel rolling. 


Mentioned at All Sessions 


The question of government ad-| 


vertising was 


form 


mentioned in some 
in virtually every press con- 


vention session from the first meet- 


ing 


Newspaper 
today’s 
Newspaper 

Not until Frank E. 


eral 


papers, 
Advertising 


the 


subject receive thorough, 
tual analysis from the viewpoint of | March 30. 


of the American Suciety of 
Editors last Friday to 
sessions of the American 


Publishers Association. 
Tripp, gen- 
of Gannett News- 
addressed the Bureau of 
session, however, did 
fac- 


manager 


week, | 
publishers, | 


PRIORITY OPENER 


You are a Preferred Customer | 


| ORIVE SLOWLY 
Seve gos. 
oll tres ond 


Aihugh BUY WAR 
oan rs : BONDS 


SEE YOUR FORD DEALER 


“8 


Utilizing a new wrinkle in dealer service 

drives, Ford dealers are using their own 

fund for a Ford priority service campaign 

in Chicago and St. Louis territories, em- 

ploying some 250 newspapers. (Story 
on Page 34.) 


ATA Will Review 
All Its Member 


Airlines’ Promotion 


New York, April 24.—All adver- 
tising, publicity and speeches of ex- 
ecutives of the 17 airlines compris- 
ing the Air Transport Association of 
America must hereafter be cleared 
through the association’s headquar- 
ters, under provisions of a volun- 
tary censorship code adopted by 
ATA at a meeting in Chicago 
(ADVERTISING AGE, 


the government, of newspapers, and| April 6.) 
of other facets of the advertising| 


industry. 
Mr. Tripp, chairman of the bu- 
reau, expressed that organization's 


(Continued on Page 29) 


The new self-imposed review of 
copy has real teeth in it for member 


| 
|airlines which may be slow to con- 


form; any one violating the code 


(Continued on Page 32) 


been 


independence 
Deems Taylor, 
his successor. 


to CBS officials who 


post, 


Last Minute News Flashes 


since radio 

from the 
composer, 
Taylor 


growing 


. Buck Resigns ASCAP Post; Taylor Named President 

New York, April 24.—Gene Buck, 
yesterday capitulated to internal demands for 
networks 
Society in 
commentator 
will serve without 
“see no conflict” 
will continue his affiliation with the 


president of ASCAP for 20 years, 
his resignation that have 
advertisers established their 
The ASCAP board elected 
and CBS musical consultant, as 
compensation and, according 
of the ASCAP 
Buck will con- 


and 
1940. 


in his acceptance 
network. Mr. 


tinue to serve the Society in a salaried advisory capacity. 


The cardboard package for Van| General Cigar Returns to Newspapers with Campaign 


Camp’s new Tenderoni was de- 
signed and put into production in 
the short space of four weeks. 
When the WPB order banning the} 
use of tin cans was issued last} 

(Continued on Page 31) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Admen in the Armed Forces 18 
Business Digest 25 
Canadian Magazines 30 
Chain Store Sales 22 
| Earnings 20 
Editorials 12 
Getting Personal 28 
Information for Advertisers 12 
Listening Post 31 
Obituaries 32 
Photographic Review 35 
Rough Proofs I 
Voice of the Advertiser 16 


New York, April 24. 
| three 


months, 


Returning to newspapers after 
General Cigar Company 


an absence of 


today released a schedule of 


1,000-line insertions for White Owl cigars in about 35 newspapers of 25 


metropolitan centers. 
| to last fall’s “Things have changed a lot” 
| pany 


is the agency. 


Ind., April 24.- 


Copy will feature an 


-—J. H. 


” 


“up-to-date” theme similar 


ads. J. Walter Thompson Com- 


| Devins to Direct Public Relations for Bendix 


South Bend, 
and publicity director for J. Stirling Getchell, 


Devins, formerly public relations 


Inc., Detroit, has been 


named director of public relations for Bendix Aviation Corporation. 
H. L. Sharlock, who formerly held that title in the Bendix organization, 
has been appointed director of advertising for Bendix, and will continue 
to maintain headquarters in South Bend. 


Prince Gardner Appoints Jones Frankel Company 


Chicago, April 24.—Prince Gardner, St. Leuis manufacturer of Prince 


Gardner and Princess Gardner lines of leather goods, 


has named Jones 


Frankel Company as agency. An augmented 1942 advertising schedule 
calls for the use of color and black-and-white copy in Collier’s, Esquire, 
Life, Mademoiselle and The Saturday Evening Post. 


| their 


| American 


| the Journal-Sun, 


| 


| paper 


| 
| 
| 
| 
| 


ANPA Hits All-Out 
paper Selling Methods 


Unusual Resolution 


Sets New Standards 
for Ad Solicitations 


New York, April 23.—Blaming 
own short-sighted pressure 
sales methods for declining news- 
paper revenues, the members of the 
Newspaper’ Publishers 
Association today climaxed their 
annual convention at the Waldorf 
Astoria by adopting a_ resolution 
confining newspaper solicitation of 
national advertising to those adver- 
tising executives charged with 
“media selection.” 

Presentation of the resolution by 
Frank S. Hoy, business manager of 
Lewiston, Me., fol- 
a pungent criticism of news- 
selling methods by Frank E. 
Tripp, general manager of Gannett 
newspapers, at Wednesday’s Bureau 
of Advertising session. 

The resolution read: 

“Whereas, the annual 


lowed 


report of 


the Bureau of Advertising draws 
the attention of members to the 
fact that some sales methods em- 


|ployed by newspapers tend to em- 
| barrass national advertisers in their 


business relations with their dis- 
tributors and their local sales out- 
lets and to encroach unduly upon 
the time of executives who have no 
direct connection with their com- 
panies’ advertising, and 

“Whereas, as the report further 
| points out, such sales methods re- 
sult in the loss of advertising space 
in all newspapers and stand ‘as a 
barrier in the further development 
of business for all newspapers,’ 
therefore be it 


Explains Legitimate Competition 


“Resolved, by this convention that 
legitimate competition between 
newspapers for the business of na- 
tional advertisers is both natural 
and wholesome when it is confined 
to the solicitation for advertising of 
the advertiser’s agent, his advertis- 
ing department or other company 
executives who determine the selec- 
tion of mediums and _ publications 


,and be it further 


“Resolved, that such competition 
is natural and wholesome when it 
includes the solicitation of the ad- 
vertiser’s distributors and/or retail 
sales outlets in the newspaper's 
home city to the end that they may 
support the newspaper’s solicitation 
with favorable recommendations to 
the advertiser; but be it further 

“Resolved, that efforts by news- 
paper salesmen to induce distribu- 
tors or retailers to exert undue pres- 
sure upon an advertiser to switch, 
split or extend an advertising 
schedule, particularly when such 
pressure includes the’ intimation 
that the advertiser’s product may 
be discontinued if the request is 
denied, are unsound and wholly to 
be deplored by newspapers gen- 
erally; and be it further 


Scores “Time-Wasting Appeals” 


“Resolved, that time-wasting ap- 
peals by newspaper advertising 
salesmen to officials in the advertis- 
er’s company who are not connected 
with the administration of adver- 
tising are likewise to be deplored as 
unsound and detrimental to the 
business of newspaper publishing; 
and be it further 

“Resolved, that the continued 
solicitation for a particular adver- 
tising schedule or a piece of copy 
after it has been established by the 
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ADVERTISING AGE 


April 27, 1942 


| 
advertiser that his appropriation or|damned fool thing he ever did in 


his marketing plant will not permit 


the addition of other newspapers or | 


| his life. 
“These advertisers say, and they 


special committee charged with la- 
‘bor relations, with offices in Chi- 
cago. He succeeds Eugene W. Mac- 


more cities to his final list is not|call their shots, that when they try | Kinnon. 


consistent 
tice.” 


Hits From the Shoulder 


Mr. Tripp, chairman of the com- 
mittee in charge of the Bureau of 
Advertising, opened Wednesday af- 
ternoon’s session by favoring gov- 
ernment advertising on a scientific 


with sound sales prac- 


basis, but warning newspapers that | 


“some of the newspaper selling 
methods of the past must be thrown 
on the junk pile or most newspapers 
will become as local as the town 
pump.” 


“The net of it all,” he said, “is| 


that our biggest stumbling block is 


ourselves and the ‘me too’ methods | 


which we have permitted to become 
common practice in our industry. 

“We have got to make it possible 
for an advertiser to use the news- 
papers he wants to use, in the way 
he wants to use them without buy- 
ing his way into a civil war... . 

“We need more selling of news- 
papers as a medium and less knock 
down and drag out for particular 
papers and groups. ... We need 
fewer rate bargains and circulation 
packages and more straight old- 
fashioned sales talk about what a 
newspaper is, what it does, how it 
lives and throbs in the everyday life 
of its community. 

“We can’t survive much longer 
the kind of selling that bedevils an 
advertiser through his distributors, 
his salesmen, and his retailers and 
convinces him that when he stepped 
into newspapers he did the biggest 


to advertise in newspapers they 
wish, to the extent they think wise, 
and in the places they want, life 
immediately becomes not worth liv- 
ing. ... The fault lies right in our 
own offices, in our own advertising 
departments, in our infernal jeal- 
ousy one of the other.” 


Officers Reelected 


The convention reelected Walter 
M. Dear, of the Jersey Journal, Jer- 
sey City, as president. The follow- 


ing other officers were also re- 
|elected: vice-president, Linwood I. 
Noyes, Daily Globe, Ironwood, 


Mich.; secretary, Norman Chandler, 


| William G. Chandler, Scripps-How- 
ard Newspapers, New York. 

Five of the ANPA’s ten directors, 
, whose terms expired this year, were 
reelected for another two-year 
term as follows: George C. Biggers, 
Atlanta Journal; Howard Davis, 
‘New York Herald Tribune; Ted 
'Dealey, Dallas Morning News; J. L. 
| Stackhouse, Express, Easton, Pa.; 
land S. R. Winch, Journal, Portland, 
Ore. 

The only new election to the 
board of directors was that of Wil- 
liam F. Schnick, general manager of 
| the Baltimore Sun, named to fill out 

the unexpired term of Jerome D. 
Barnum, Syracuse Post-Standard, 
who was automatically retired from 
the board by the sale of his paper. 

George N. Dale, who has repre- 
sented the ANPA’s legal interests in 
the past, was named chairman of a 


Los Angeles Times; and treasurer, | 


ANA Survey Revealed 


| 


| Paul B. West, president of the | 
Association of National Advertisers, | 
session | 


lat Wednesday’s Bureau 
|summarized a recent ANA survey of 
anticipated advertising expenditures 
|\by ANA member companies during 
1942. Of the companies reporting, 
37 per cent plan to spend the same 
amount as last year, 40 per cent 
less, and 19 per cent more. Dr. 
Miller McClintock, executive direc- 
tor of the Advertising Council, re- 
ported increasingly close coopera- 
tion between the industry and war 
agencies. 

The week’s meetings concluded 
|this evening with the annual ban- 


| quet of the Bureau of Advertising. | 


|Lord Beaverbrook, British Lend- 
|Lease Coordinator, urged newspa- 
per men to give credit to Russia 
and Britain for their vital part in 
checking Hitler, and pledged his 
support of a second front. Admiral 
Ernest E. King, commander of the 
United States Fleet, reported that 
too many of the tools of war that 
might be used against the enemy 
were being tied up in this country 
by short-sighted demands for local 
defense. Other speakers included 
Francis B. Sayre, high commissioner 
to the Philippines, Major General 
Joseph T. McNarney, deputy chief 
of staff, and Anne O’Hare McCor- 
mick of the New York Times, who 
warned that continuance of press vs. 
|government bickering would de- 
| stroy both. 


Trees die at the top— 
and so do reputations! 


Many trees, many businesses, many reputa- 
tions, die at the top. Under stress, cordial 


executive relations are neglected. 


Fire, flood, and disaster may level your fac- 
tory. War contracts may close your doors to 


regular customers. But as long as you keep 
your reputation alive with the top executives 
| of your best prospects, you keep your business 


alive. 
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With its 50,000 circulation, DuN’s Review | 


reaches 20,523 presidents and more than 


30,000 other executives of the leading cor- 


porations of the country; 57% are manufac- 


turers; 47.7 are rated over $125,000. | 
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OFFERS DEFENSE STAMP TIE-UP 


In this third-page copy in Puck—the Comic Weekly, Chr. Hansen's Laboratory 
offers a defense stamp holder and pin for one box front from Junket Rennet 


tablets or powder. 


This copy is reported to be favored by grocers because it 


offers a commercial tie-up for gratuitous stamp sales, and is liked by the govern- 
ment because it illustrates clear-cut separation of commercial and patriotic 
appeals. 


Junket Promotion 
Offers Grocers 
War Stamp Tie-up 


Chicago, April 22.—A promotion 
which permits grocers to tie in 
gratuitous sale of defense stamps 
with the merchandising of Junket 
Rennet powder and tablets was cli- 
maxed with first consumer copy 
this week, placed by the manufac- 
turer, Chr. Hansen’s Laboratory, 
Little Falls, N. Y. 

The copy broke in Puck—the 


Comic Weekly April 19, in third- 
| page size, featuring a defense sav- 
_ings stamp book holder to be given 
| free upon receipt of the front of a 
Junket Rennet package. Besides the | 
| stamp book holder, a button an- 
nouncing that the wearer has 
| bought defense stamps is provided. 
| The initial ad will be followed with 
a half-page in newspapers of the 
Metropolitan Group on May 3. 
Thus far the promotion has 


showed excellent results in the gro- 
cery trade. Virtually every grocer | 
sells defense stamps, and they wel- 
comed an opportunity to conduct! 
product sales along with transacting 
stamp sales. Reprints of the Puck | 
ad have been sent to dealers along | 


War Bonds Still 
Usable in ‘Normal’ 


Premium Set-ups 


Washington, D. C., April 23. 
Continued use of war _ savings 
stamps as premiums by such con- 
firmed premium users as Brown & 
Williamson Tobacco Corporation 
and Jewel Tea Company does not 
violate the spirit of the recent pro- 
nouncement of the retail advisory 
committee of the Treasury Depar't- 
ment against use of war stamps and 
bonds in commercial connections, 
ADVERTISING AGE was _ informally 
advised today. 

Since the retail advisory commit- 
tee issued a_ strong. statement 
against the use of war bonds and 
stamps in retail promotions, adver- 
tisers have flooded ADVERTISING AGE 
with queries on this subject, and it 
therefore should be made clear that 
the action of the committee was 
purely suggestive. The Treasury 


| Department has no rules governing 
| the use of stamps and bonds, and 
|at present seems to have no inten- 


tion of developing any. 

Retailers themselves started the 
drive to end the use of stamps and 
bonds as premiums when many 


with 50 certificates to be used when) abuses became evident, and whole- 


sending in the box front for the) salers, through their national asso- 
stamp holder. | ciation, have fallen in line, as have 
_ The new campaign revealed an| Better Business Bureaus. Such ad- 
interesting angle on the govern-| vertising as: “A $25 United States 
ment’s attitude toward advertising | War Bond free with this super de 
which combines product promotion) juxe dining room suite” was what 
with patriotic appeals. According! caused the retailers to take action 
to Lyman Weld, account executive | However, substitution of stamps 
of Mitchell-Faust Advertising Com-| and bonds for other merchandise 
pany, Chicago, which handles the| which is normally given as part of 
account, the government wants) a legitimate premium offer, or as 
commercial portions of the combi-| prizes in contests, seems not to 
nation made clear, so that the prod-| worry the Treasury, and the activi- 
uct maker can retain the identity ties of national advertising gener- 
| of his advertising and leave no mis- | ally in this field are reported to be 
|apprehension in the reader’s mind | causing little trouble. 

|as to who purchased the space or| Both Brown & Williamson and 
| time involved. Mitchell-Faust sub-| Jewel checked with the Treasury 
mitted the copy to the government/| before continuing their stamp and 
before releasing it, and samples of | bond offers, and such a course seems 
| the advertisements have been sent | advisable in the case of other ad- 


_to Washington for the purpose of | 
illustrating to other advertisers the! 


principles of separating commercial | 
and product appeals. 


Gannett Boosts Rates 


Gannett Newspapers, Inc., Roch- 
ester, N. Y., last week raised 
newsstand prices of nine of its dail- 
ies from 3 to 4 cents, and increased 
weekly subscription prices from 
2 to 6 cents over present levels. 


Derham Advanced 


Charles V. Derham has _ been 
appointed manager of the San 
Francisco Chronicle’s merchandis- 


ing department. Ellen Jansen and 


Mary Baracchi have been added to | Advertising, 


vertisers. 


Milk Campaign to Go On 

The New York legislature 
adopted the Parsons-Stokes bill 
continuing the state milk advertis- 
ing and publicity campaign for an- 
other year. The appropriation was 
reduced from $300,000 to $250,000 
in the lower house, but the ors'na! 
amount was reinstated before '"4 
action was taken. A $10,000 
priation for the state Tax Depart 
ment was also included. 


Nas 


Lubricator Names Agency 


Hennessy Lubricator Com) '"), 
New York, has appointed ue! 
New York, ts 


| the staff. advertising agency. 
id 
dom 7 A F b 
Agency L 
to ask the 
COLONEL?’ 


S 


FREE 


e Exclusive 


FOR CENTRAL NEW YORK 
5000 watts 


CBS 
SYRACUSE 


& PETERS, INC. 


National Representatives 


Sag Wis ash Bak {ta japan Se ee ie hadi ok i ‘ , j ae en ii ‘ , " / 
eae "ge Pros a aad oe ee : : : a Fe. ag i ie mts +. ; 
Fa Pe ek ot iat eee = or ; “ Ls Po bet eae OL: . * nes ‘Soe got eS we 24 hy eS < eis ae c . : i ‘ - ‘ fas see “ete eo Ts ee hte * yes, . if 
.o : J tet 
ie i 
ie 2 a a 
———— SS —— a De Berane Fa We ane se 
oS ee | i BUY DEFENSE SAVINGS STAMPS | 
a ” * bA Pind sag SITS VS SS 
3 P i a a — moery ate a bey eee Deter Servings 
: : ee : ae 5 BS LF Ba Tee - 
: -- 4 ye & —s Get « beautiful, gold embossed 
es a a? DEFENSE SAVINGS STAMP 
bee” Py oe ‘a i y Suen damn . ality 2 a ‘ 
ee 3 rt rye, a ; 
. ee <2 WATONAL NUTRTTION = MAVE Tims CERTIFICATE - 
2 ae prt x ty PROGRAM >= va RONED AND Mau TOBAT: 
a rT Sesceieewes Sessler sn cs Sco ecce cage | pp OTS 
oe aoe feces See [if] sexe womower, | Sacmor 
i - ee me ep me ae tee — = - del pide amadiaee aeeeal 
— eo memmmmeee 5S Lee 
— a hol i | ineliteminaiaemaar s > ° 
es ne etreeetne te aneeto ems se - Bo sn ae 
_ = en oe aa - i a Se ee ed 
Os x 
ee se 
sw 
a 
oe ae 7 
On 
eae Bi 
QQ, ———————————————————————eeeeeeeeeeEeEeEeEeEeEeEe—eeeeeeeeeeeeeeeEEEEEEEe——eeeeEeEeEeEE 
om 4 arte rr | 
pee 
% ” - 
gar - & 
ei ee ee eee , 
ee 
ae sh a 
eer 
—_ a | 
Pay a | 
em Re : | 
sf) ai 
re a | 
24 
_ gags | 
F ois 
ws | 
-— | 
4 ae | 
Be | 
ees ae a 
8 | ene 
pars 
ee | 
| ee 
* ae 
a 
* CC Pe 
i a eee Se ~/ 
| a W 
oa PE Ci 
. P| Pe | \ 
x SS 
NA FRG | 
. | S 
ah oS sie anemic? Neematecs nel ~ es 
( | 
* | g a | | 
: z 
pa os* 
4 *y 
1? ne > Z ee = ca wel «.' ; oe, ¥ . So ae ry c 7s" ue . : a BIR a we 
“ ee ; ae ji tg y ae? vse ie “ es: a ee ab a mgt * Sirs ; se f wet » See gs + > * ria’ 
ha 3 = +7 2€ » > 2 “i ‘ Le rey ; ae m 3 ie = ¥5 ir eee 1% re. ‘ 
re q «€ ‘ - Pe Ms & Bes wae = ay . a ple » “* wr #7 “4 - a. Ae S ae r. » ras pee St Rr re ape » 5 4 pe rin ae a Tis yee a a <- sa * 


rele NTSelUCOrlClUC Ol OOO OU! 


O00 


ncy 


April 27, 1942 


ADVERTISING AGE 


- THE POT'S BOILING AT YOUNG AMERICA 


An Informal Spring Report on Progress 


FINAL tally for the 
Ist QUARTER first three months of 
1942: Circulation up 
25,000 over December (to 410,000 plus) and 
Advertising Linage up 59.4% over that carried 
in the first quarter of 1941. Thus YOUNG 
AMERICA continues its steady forward 
progress. 


* 


THE Young America 
VICTORY CLUB Victory Club is going 
‘great guns. Latest and 
most successful project was buying ambu- 
lances for General MacArthur. Sole publicity 
was a one column announcement in YOUNG 
AMERICA plus two multigraphed bulletins 
mailed to Victory Club chapters. Youngsters 
were asked to time their contributions to co- 
incide with Hitler’s birthday and “thus make 
the Fuehrer furious.” In five days YOUNG 
AMERICA received $6,094 . . . or enough to 
buy three completely equipped ambulances, 
delivered in Australia! The Victory Club now 
boasts 87,200 members in 4,430 organized 
chapters throughout the United States. Each 
member has signed a pledge stating that he or 
she will help America to win the war. 


* 


NEWEST advertiser 
| LIFEBUOY | in YOUNG AMER- 

ICA is Lever Bros. 
(Lifebuoy Soap). To date YOUNG AMER- 
ICA’s “Controlled Merchandising” Staff has 
placed over 250,000 Lever Bros. “Washup 
Charts” in school classrooms. Eventual goal 
is a million. Lifebuoy advertising copy fea- 
tures strip drawing and caption technique ap- 
plied to activities of Uncle Sam’s fighting 
men. The health angle is played up. 


* 


A NEW and important 
AVIATION te editorial feature will 
be added to YOUNG 
AMERICA next fall . . . a full page devoted 
to aviation every other week. Dominant 
themes will be “How To Fly” and “How To 
Prepare For A Job In Aviation.” Aviation 
news, model building, personalities and excit- 
ing illustrations will also be featured. The 
page will be handled by Jim Ray, originator 
and producer of “Wings Over America.” Ray, 
who flew in the last war, is also well known as 
an aviation illustrator. Reason for the new 
feature: YOUNG AMERICA believes avia- 
tion is one of the big industries of the future 
and wants to perform a service for its readers 
by preparing them for it. While regular 
schedule does not begin until fall, one or two 
pages will be run this spring to test the idea 
and develop formula. 


TYPICAL ADVERTISERS 
IN YOUNG AMERICA 
1940-1941 


a= B ERECTOR 


HOOD RUBBER co., 
\B. F. GOODRIC 
a aes 


ONE of the executives 

of Young & Rubicam FIRE BOMBS 
saw the feature on 
Civilian Defense in the April 3rd issue of 
YOUNG AMERICA (it was one of the center 
spread series entitled “Our Democracy”). He 


ordered 60 copies of that issue for the mem- 
bers of his local Defense Council. 


* 


A RRANGEMENTS 
have been made ‘. PHOTOS 
whereby YOUNG 


AMERICA will sponsor this year’s “National 
High School Salon of Photography.” As in 
previous years, The Salon will run at the 
American Museum of Natural History in 
New York during the last two weeks in May 
(last year it attracted 50,000 visitors). Thence 
it will “go on the road” for the first time in its 
history. Exhibitions will be conducted at 
“Telenews” Newsreel Theatres in Cleveland, 
Detroit, Chicago, Dallas, San Francisco, Oak- 
land and Seattle. The tie-up is a natural one 
for YOUNG AMERICA, whose “Press Pho- 
tographers’ Club” is one of its most popular 
editorial features. P.P.C. membership now 
stands at more than 26,000. 


* 


YOUNG AMERICA 
has received favorable 
response from teach- 


ers on its series ““What The War Means To 
Us.” This was conducted with the direct co- 
operation of the Morale Division, U. S. Office 
of Education. In lighter vein, YOUNG 
AMERICA’s sports columnist, “Bench 
Warmer”, has been receiving hundreds of let- 
ters from youngsters on baseball. Most pick 
the Dodgers and Yankees to repeat this year. 


* 


FROM YOUNG 

A MERIC A’s stand- OUTLOOK : 
point, the present out- 

look is good. Despite the war, circulation and 
linage increases indicate that 1942 will be 
YOUNG AMERICA'’s best year yet. The 
publication is filling a definite editorial need 
which has become even more important in the 
light of current war conditions. Advertisers, 
meanwhile, are showing a reawakened interest 
in the Youth Market . . . and in YOUNG 
AMERICA particularly. Reasons are: 1) 
With markets disrupted by conscription, 
etc., the “Young Family Group” has as- 
sumed greater importance; 2) More advertis- 
ing programs are being planned on long-range 
basis, which automatically brings up question 
of Youth; and 3) YOUNG AMERICA’s im- 
pressive result stories have attracted wide- 
spread attention. 


HIGHEST ABC GUARANTEE IN THE GENERAL YOUTH FIELD: 375,000 WEEKLY 


HOME OFFICE — 32 East 57th St., New York City 


CHICAGO — 360 North Michigan Ave. 


LOS ANGELES — 1929 North Vermont Ave. 
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Launch Inquiry on 
False Claims of 
Insurance Firms 


Midwest Commissioners 
to Probe Advertising, 
Ask Remedial Laws 


Chicago, April 23.—Over-zealous 
advertising claims of ‘“‘certain insur- 
ance companies” were condemned 
by officials of insurance depart- 
ments from eight Midwestern states, 


ADVERTISING AGE 


meeting here this week, who called 
|for an immediate investigation of 
copy and possible new legislation 
to curb unethical practices. 
Names of offending companies 
were not mentioned in the public 
announcement of the inquiry to be 
undertaken by Zone 8 of the Na- 
tional Association of Insurance 
Commissioners and no actual cam- 
paigns or copy were discussed at 
the closed meeting. But the con- 


Illinois, Indiana, Michigan, Wiscon- 
sin, Iowa, Minnesota and the Da- 
kotas, indicated that they meant 
business. 

Special attention will be paid to 
so-called “mail order’ companies 
which concentrate on business out- 
side the area where they are 


ferees, including representatives of | 


payment of claims by inserting 
trick clauses in policies. In many 
instances, it was pointed out, bene- 
ficiaries cannot afford to sue for 
recovery of the expected amount. 
Spokesmen for the group said 
that improper advertising practices 
of the companies may conceivably 
be abandoned before the investi- 


advertisers who do not observe the 
warning, remedial legislation will 
be discussed and recommended to 
lawmakers of the various states. 

| Another of the zone groups is 
| said to be considering a similar in- 
| quiry and the problem of extrava- 


| gant advertising claims has been 


licensed, which set unreasonably | 
low premiums and which avoid|as yet—by the national body. 


gating committee has completed its | 
work. For the benefit of insurance! ness and where they are beyond the 


considered—without direct action 


In a formal resolution the Mid- 
western group charged that certain 
unnamed companies were using 
newspapers, magazines, radio and 
direct mail advertising which “is 
misleading and calculated to over- 
state the benefits of the policy.” As 
a result, it continued, policies have 
been sold in states where the com- 
panies are not licensed to do busi- 


supervision of the respective state 
authorities. Officials of the eight 
states agreed to cooperate so that 
“the insuring public shall be fully 
informed with reference to the char- 
acter, financial stability and prac- 
tices of the companies guilty of the 
unethical practices.” 


“What goes on?” 


The next time you feel like grumbling about 
what the war has done to you, think of Joe Thompson. 
When you're running for your morning train, Joe has 
already put in a half day’s work. He gets up with the 
sun. He works until long after the sun has called it 
a day—because the army took his son, a defense 
plant took his hired man, priorities took the new 
equipment he'd counted on. But Joe won't quit, be- 
cause his country needs the things his hands produce 
—the foods and fats and fibres and oils without which 
there can be no Victory. 


But you can’t blame Joe Thompson—and his six mil- 
lion fellow farmers—if they wonder and worry at 
times. Wonder why their wives, their children, even 
their oldsters of 60 and 70 should have to milk cows, 
clean barns, plant and plow. Wonder why they can’t 
get new tires and tractors and other badly needed 
equipment. 

The May issue of FARM JOURNAL seeks to turn their 
wonder and worry and doubt into appreciation, 
understanding and support. The entire issue is de- 
voted to explaining to America’s farmers the mean- 
ing, problems and objectives of Total War. It takes 
the farmer through the nation’s leading industrial 
plants, shows the huge job that Steel, Oil, Railroads, 
Aviation and other segments of Industry are doing 
to help win this war. From the May issue will come 
a better understanding on the part of Agriculture for 
the problems of Industry. 


FARM JOURNAL'S War Time Platform is established 
“for the duration”: To help win the war BY PROMOTING 
UNDERSTANDING AND COOPERATION BETWEEN 
AGRICULTURE AND EVERY AMERICAN GROUP. 


FARM 
JOURNAL 


Graham Patterson, Publisher, Washington Square, Philadelphia 


Over 2,600,000 ... Overwhelmingly America’s largest rural magazine 


‘Native’ Dubonnet 
Promoted in New 
York Campaign 


New York, April 22.—The firs: 
advertising for Dubonnet wine 
more than two years appeared he: 
this week as Schenley Import Cor- 
poration used 860-line newspap: 
insertions in the New York Hera! 
Tribune, Daily News, Sun, Tim 
and World-Telegram. In additio: 
a center spread for Dubonnet ran j 
The New Yorker, to be followed b 
smaller space on a weekly basis. 

The new drive marks the r 
sumption of promotion for th 


product, which before the war wa 
imported from France. Using th« 
same formula, the aperitif is now 
manufactured in this country an 
Schenley expects to expand its cur 
rent advertising effort to New Eng 
land and the entire Eastern sea 
board within four months. 

Using the theme “sparks you) 
taste,” the ad emphasizes “off-the- 
beaten-track flavor” and “palate 
pleasure refreshing as a_ tingkng 
morning shower,’ while pointing 
out that “American ingenuity and 
American resources have produced 
the identical product according t 
the secret and time-honored for- 
mula.” William Weintraub & Co. is 
the Dubonnet agency. 


Publishers Told 
of National Unit 
Newspaper Plan 


New York, April 22.—More than 
50 newspaper publishers today at- 
tended a presentation of United 
Newspaper Advertising’s “Nationa! 
Unit Plan,” expressed interest in the 
| ambitious proposal to sell 16 mil- 
| lion daily circulation in one pack- 
| age, but postponed approval unti! 
each could study it in detail. 

The plan, which visualizes assem- 
bling 96 newspapers into a single 
package, was presented by Les 
Barton, formerly of Major Market 
Newspapers, and Harvey Malott, 
formerly with the Kansas City 
Journal, who set up the organiz 
tion last December, at a breakfast 
preceding today’s ANPA meeting at 
the Waldorf Astoria. 

Its proposed rate card would de- 
liver 16,131,039 daily circulation for 
a combined line rate of $30.76, or 
18,581,747 Sunday circulation for 4 
combined line rate of $31.35, based 
on a minimum of eight insertions 

Mr. Barton explained, during 
brief questioning, that the group 
would begin sales activities when- 
ever 50 per cent of the newspapers 
listed on the tentative rate cord 
signed contracts, and that 
hoped to place the plan in operat 
Aug. 1. 


Hughes to Dissolve 


Principal stockholders of the F \ 
Hughes Company, Rochester, N 
advertising agency, have taken 
tion toward its dissolution 
Wolff, a stockholder and fo! 
partner of the late F. A. Hugh« 
in charge of liquidation pro 
| ings. 

Mrs. Catharine Oglesby Hus 
the widow, who is the prin 
stockholder in the Hughes ag 
operates the Catharine Oglesb) 
vertising agency in New York 


Golfers Elect Officers 


The 1942 officers for Western °° 
vertising Golfers Association, 
cago, are: Mac Harlan, pres 
Norman C. Green, first vice-P! 
dent; R. K. MacDougal, se 
vice-president; Herbert H. 


nowt ket 


n a] a" ct 


secretary; and Lawrence E. M' 
treasurer. 
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April 27, 1942 


BUSINESS AS \UJ 


» This debonair divot digger is making the 
best of a situation that is fortunately still in 
the realm of fancy . . . yet symbolic of the 
dramatic changes that every American faces 
today. Business as usual is out; business 
and living—as UNusual is the order of theday. 
Analysts of marke.s and media are just as 
vitally affected by the sweeping changes in 
America’s way of living and doing business. 
Newsweek, ‘The Magazine of News Signifi- 


cance,’ presents to today’s harassed space 


buyer the logical answer to the problem of 


p ° S e Newsweek, for the first quarter period of this year, 
ranks 9th among all general magazines in advertising rev- 
enue—advancing from 11th place in 1941; 25th in 1938. 


ADVERTISING AGE 


stretching today’s advertising dollar to its 
highest limit of usefulness. 

In a recent survey of executive reading 
habits, 1,375 executives in companies repre- 
senting America’s 100 leading advertisers 
were found to be regular Newsweek readers. 
Proof of the quality coverage Newsweek 
commands. 

And with action the order of the day on 
every front, small wonder that Newsweek is 
today commanding the highest degree of 


reader interest . . . a cover-to-cover scrutiny 


-USUAL 


that no other type of magazine can even 


approach. 
Thinking Americans — leaders in America’s 
way of life — give weighty testimony to the 


vital need of Newsweek’s pioneering jour- 
nalism in today’s America. An editorial ser- 
vice that impels such men as Raycroft Walsh, 
Vice-President, United Aircraft Corporation, 
to say, “I can pay Newsweek the sincere 
tribute of stating that if I could have access 
to only one weekly news periodical, I would 


choose Newsweek.”’ 
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Carboloy Copy 
Punctures Claim 
of High Prices 


Supply Not Restricted, 
Company Assures 
Public in Full-Page Ads 


Schenectady, N. Y., April 23.— 
Denying flatly government charges 
that production of a vital wartime 
product Carboloy, was _ restricted 
and its price kept artificially high, 


ADVERTISING AGE 


| heatedly denied the charges and Jay! Seven price reductions were made 
Jeffries, board chairman of Carbo-/|in the years from 1928 to date, the 
loy, testified before the 
gating group, 


investi- | business papers ad recalls, and de- | 
the Senate patents velopment of the metal for the tips 


committee, that the patent licensing |of cutting tools and wear-resistant | 


agreement actually helped Carboloy | dies in war plants has given Amer- 


develop an independent supply of | ica “vital carbides in unprecedented | 


the precious metal. | quantities—completely 

Advertising in 106 newspapers of | of outside manufacturers.” 
72 cities this week, G-E offset pub- 
licity given the Justice spokesman’s | 


remarks with a clear-cut statement | Cecil & Presbrey to 


of the history of Carboloy which | “ “ 
makes no mention of the Congres- Close Chicago Office 
Cecil & Presbrey will close its 


sional hearing but was obviously in- | 

\spired by it. A significant line at| Chicago office, located at 228 N. 
| the bottom of the full-page copy|La Salle street, effective May 1. 
adds this answer to the charge that| Edwin C. Olson, Chicago manager, 
‘the price was kept high: “Over the | Will join Roche, Williams & Cun- 
‘entire period of its existence up os hes oe 


r . 
\Jan. 1, 1942 the total net profit of | James M. Cecil, 


announcing the decision, 


president, stated 


General Electric Company and its the Carboloy Company was 2.5 per that the Chicago branch of Cecil & 


subsidiary, Carboloy Company,| 


swung into action this week with 


set the record straight. 

A Department of Justice spokes- 
man leveled the accusation against 
Carboloy last week when John 
Henry Lewin, special assistant at- 
torney general, charged that licens- 
ing agreements between G-E and 
the Krupp interests in Germany put 
the U. S. at a disadvantage in the 
use of the tungsten-carbide, for 
which Carboloy is the American 
tradename. Officials of the company 


cent of sales.” 
| A similar 


1930 to as little as 7% cents per 
gram today, will be carried in May 
issues of The American Press, Edi- 
tor & Publisher, Forbes, The Nation, 
New Republic and United States 
News. “Background for this devel- 
opment,” copy declares, “has been 
the worst depression in the nation’s 
history—poor years for the costly 
development work needed.” 


message, headlined | 
full-page newspaper advertising to | “What Price Carboloy?” and illus- | 
|trated by a chart showing how it| 
|has declined from $1 per gram in|! 


Presbrey has served primarily as a 
service office since its opening five 
years ago. He termed it “no longer 
necessary” to the agency’s function- 
ing. 


ABC Audits ‘Chicago Sun’ 

The Chicago Sun has applied for 
membership in the Audit Bureau of 
Circulations. An audit of the Sun 
as well as other Chicago news- 
papers for the period ending March 
31, 1942, is now in process. The 
Sun will qualify as a member of 
ABC when the audit report is offi- 
cially released. 


independent | 


Maxon, Inc., handles the account. | 


| 


Following quick on 
the heels of federal 
charges that produc- 
tion was restricted 
and the price of a 
vital war material 
kept too high, Gen- 
eral Electric Co. car- 
ried this full-page 
answer last week in 
106 newspapers of 
72 cities. Similar 
copy will appear in 
May issues of mag- 
azines and business 
papers declaring 
that Carboloy has 
consistently passed 
on to industry sav- 
ings in cost “that 
could be effected 
without detriment to 
the broad develop- 
ment program being 
carried on." 


imenied rungeten <artede suppl: as carly as! 


_IN DEFENSE OF AN AMERICAN INDUSTRY | 


* 


were involved Krapp originally om 
comand cortetes @ Numa sand sas anew 


THIS IS THE STORY OF 
CARBOLOY 


How a Most Strategic Material of the War —Invented 
in Germany—Was Made Available to the United Nations 
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tenance of homes and 


ment, for the personal use of men 
employed in industry. 


Among display advertisers of goods 
sold through retail outlets who have 
used Popular Mechanics during the 
first five issues of 1942, there were 92 
who had used the magazine in 1941 
and who have changed their adver- 


POPULA 


There’s a lasting advantage 


in gaining this 


DUAL MARKET 


Roular Mechanics Magazine reaches 
both a consumer and an industrial 
market. Its readers buy a wide range 
of goods for themselves. And, in ad- 
dition, over half of them influence 
purchases by the businesses with 
which they are connected. 
Advertisers who, only a few months 
ago, featured their products for peace- 
time consumer use now tell the more 
than six hundred thousand subscrib- 
ers and newsstand buyers of Popular 
Mechanics how these products can 
be used for the efficient production of 
war material, for the essential main- 


of the nation. 


real service. 


civilian equip- 


uses one page 


tising appeal to fit the present needs 


The eighteen newcomers are using 
Popular Mechanics with the same 
type of sales appeal. 

All are doing their country, their 
owners, and their organizations a 


These advertisers, both the old and 
the new, who are using timely copy 
in Popular Mechanics are helping 
war work, are keeping their busi- 
nesses alive during an industrial emer- 
gency, and are preparing for the time 
when they will again need orders 
from men at peace. 

Popular Mechanics Magazine, use- 
ful in both home and plant, offers 
manufacturers the lasting advantage 
of selling a dual market, responsive 
in either war or peace, at a remark- 
ably low cost. Whether an advertiser 


below $1.50 per page per thousand. 


CHANICS 


— 


200 East Ontario Street, Chicago * New York * Detroit * Columbus 


or twelve, the cost is 


Masius Elected 
Executive V.-P. 
of Lord & Thomas 


| 


New York, April 23.—Leonard M. 
Masius, vice-president and manager 
of the New York office of Lord & 
Thomas, has been elected executive 


vice-president of the agency, and 


Walter J. Weir, copy director, has 


| been named a vice-president. 


Mr. Masius joined Lord & Thomas 
in 1926 and was in London as man- 
aging director of the agency’s Euro- 
pean business for 10 years. In 1929 
he was elected a vice-president and 


became manager of the New York) 


office in 1940. 


Mr. Weir, prior to joining L & T| 
;and New 


in 1941, was copy chief of J. M. 


Mathes and before that copy direc- | 


tor of Fletcher & Ellis. He had 


| previously served on the copy staffs 
‘of Brown & Tarcher, 


Blackman 


Company and N. W. Ayer & Son. 


‘Coca-Cola Elects V.-P. 


R. Arnold Jackson, general sales 
manager of Coca-Cola _ Bottling 
Company, New York, has_ been 


'elected vice-president in charge of 
| sales and advertising. 


‘FAA Meets in Chicago 


The Financial Advertisers Asso- 
ciation will hold its 27th annual 


Business Paper 
Editors Discuss 
Censorship Plans 


New York, April 23.—More than 
200 business paper editors met with 
representatives of the Board of Eco- 
nomic Warfare and the Office of 
Censorship here today to formulate 
plans for pre-publication censorship 
of publications that are exported. 

An advisory committee of five ed- 
itors and sub-committees for each 


general group of technical, profes- 
sional or scientific publications will 
be formed to establish informal 
standards for self-censorship. 

The BEW indicated that it will 
supplement its offices in Washington 
York with branches in 
Chicago and on the West Coast to 
facilitate censorship of pre-publica- 
,tion proofs of technical material in 
| editorial and advertising matter. 

} 


‘Selby Joins Air Corps 

Herbert G. Selby, for the past 12 
years media director for Maxon, 
Inc., Detroit, has been commis- 
sioned a captain in the U. S. Air 
Corps, and will report for duty at 
Wright Field, May 15. 


Compton Adds O’Brien 
John O’Brien, formerly associate 
|}editor of the Progressive Grocer, 


lelinic in Chicago Oct. 26-28 at the | New York, has joined the merchan- 
| Edgewater Beach Hotel. 


| Richardson to “Times” 


Beale Howard Richardson, IV, | 
former advertising director of the 


Dallas Journal, has been appointed 
advertising director of the Times, 
Shreveport, La. 


| dising staff of Compton Advertising, 
New York. 


Gets Chemical Account 


Flash Chemical Company, Cam- 
| bridge, Mass., has appointed Knight 
& Gilbert, Boston, to direct adver- 
| tising. 
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...but a utal paint ! 


| NEW HAVEN is more than just 
; another market because 
: * It is rated America’s 7th Test Market * 
; * It has the 2nd largest freight terminal in 
ch North America. 


* Register Readers from 31 Connecticut 


towns do their buying in New Haven. 


* It is the jobbing center of Connecticut. 


IIOOO 
900665000 


*From “60 Test Markets” publtahed® 
by the Providence Bulletin. 
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of the AP may serve more than nine | 
|years. A system of reimbursement 
| by any newcomer voted in was sub- 
| stituted for the “protest” right. 


Directors Reelected 


Six AP directors were reelected: 
Stuart H. Perry, Telegram, Adrian, 
Mich.; W. H. Cowles, Spokane 


Refused After 
s 
Stormy Session 
Spokesman-Review; George B. Lon- | 
gan, Kansas City Star; Col. R. R. 


New York, April 22.—The Asso-| McCormick, Chicago Tribune; L. K. | 
ciated Press today concluded its|Nicholson, New Orleans Times- 
stormiest and most important meet- Picayune, and E. Lansing Ray, St. 
ing in recent years after denying | Louis Globe-Democrat. The board, 
membership to the Chicago Sun and after completing the counting of 
Washington Times-Herald and lib-| balloting on memberships, reelected 
eralizing its membership regulations | president Robert McLean, Phila- 
to remove any possible “monopolis- | delphia Bulletin, and named two 
tic” construction. ‘new vice-presidents, Houston Harte, 

The membership voted down|Standard, San Angelo, Tex., and| 
Marshall Field’s application for the| Arthur Hays Sulzberger, New York | 
Sun, 684 to 287, and Mrs. Eleanor | Times. 

Medill Patterson’s request for day | From the opening session of the 
and night AP service for the Times-| American Society of Newspaper 
Herald, 514 to 242. | Editors on last Thursday it was evi-| rested entirely in the stewardship 

Principal changes in the associa-|dent that the struggle over the| of American editors and publishers. | 
tion’s by-laws eliminated the his-|Chicago Sun’s AP membership ap-| MacLeish, who warned of a Hitler 
toric “protest” right, which enabled | plication would top all other events| peace offensive at the AP luncheon 
the holder of an original AP mem-| of the week’s conventions. | Monday, singled out Col. Robert R. 
bership to “‘blackball” a competitor | Speeches of Byron Price, Di-| McCormick, editor and publisher of 
in his own territory; the changing | rector of Censorship; Archibald) the Chicago Tribune, for comment 
of election requirements for new | MacLeish, Director of the Office of|in his introduction. In his earlier 
members from a four-fifths vote to| Facts and Figures; and Donald Nel-| speech to the ASNE the OFF direc- 
a majority vote, and the introduc-| son, chairman of the War Produc-| tor had called upon the editors to 
tion of rotation in office to the board | tion Board, all contained warnings| purge their ranks of what he called 


INSPECTION 


AP Memberships 


Edward Horn and H. H. Weibel, Jr. of 

the Allentown, Pa., Call-Chronicle look 

over the NNPA program on the opening 

session of the promotion men’s three-day 
meeting in New York. 


of directors. Henceforth no director | that preservation of a free press|a “defeatist” press. 


AP members almost universally 
placed one construction on these re- 
marks—that the administration 
wished them to “crack down” on its 
most vigorous newspaper opponent, 
the Chicago Tribune, by granting 
membership to its sole morning 
competitor, the Chicago Sun. 

The drive reached its crescendo 
Tuesday afternoon, in the AP’s sec- 
ond overtime session, when the 
membership voted on the Sun ap- 
plication under its new majority 
rule. Arch Ward, sports editor of 
the Tribune, holding a proxy for 
the Record, Norwich, Conn., ap- 
pealed to the membership on behalf 
of the Tribune’s 3,500 employes. 
Silliman Evans, publisher of the 
Sun, appearing as publisher of the 
Nashville Tennessean, presented the 
case for Mr. Field. A written ballot 
followed. 

Immediately afterward, after 
brief discussion, the membership 
voted again on the application of 
Col. McCormick’s cousin, Mrs. Pat- 
terson, for AP service for her 
Washington paper. After a close 
verbal vote, a written ballot was 
again taken. 

Col. McCormick climaxed the 
meeting by withdrawing his appli- 
cation for an AP franchise for the 
proposed Chicago Evening Tribune, 
stating frankly that his application 
had been made as a tactical move 


Or Packard or Chrysler or Olds or Ford or Chevvy or 


jaloppy. Alas, all cars that are being babied on account of they can't get new tires. And with 


gas-rationing in the wind. What's it all about merchandisingly? Check! More buying closer to home- 


plate. Fewer trips that pile up miles and burn up tires. 


It's the new retail trend. For the duration, at least. And it's your chance to ride high, wide, and 


handsome on the magic carpet out of KDKA, Pittsburgh, making all stops. Look 


In the KDKA Area (Primary) are 2,000 towns with 3,200 drug-stores, 40,000 food-stores, 7,000 


apparel-shops. Six million pairs of ears ready to receive a well-delivered commercial and make it 


pay off ... to themselves, to you. 50,000 watts is no whisper; it’s a golden voice in the Heart of 


Steel. Well-filled purses are going to town .. . the nearest one. Are 


you? That, Mr. Shakespeare, is the question. 


WESTINGHOUSE RADIO STATIONS Inc 
KDKA + KYW * WBZ * WBZA © WOWO + WGL 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


bbhe 


PITTSBURGH 
50,000 WATTS 


GETTING THE LATEST 


Bombs on Tokyo competed with promo 
tional problems at the Saturday cocktai 
party of NNPA. Ivan Viet, promotion 
manager, New York Times, and chairman 
of the convention committee, glances a! 
headlines over the shoulder of W. C 
Johnson of the Fairchild business paper, 
Daily News Record. 


to prevent the three Chicago afte, - 
noon papers from abandoning their 
“protest” rights. 


Carroll Rheinstrom 


Returns to Macfadden 


Carroll Rhein- 
strom, who re- 


signed as adver- 
| tising manager 
of True Story 
two years ago to 
become  vice- 
| president and a 
partner in Ward 
Wheelock Com- 
pany, left the 
agency last week 
to take over a 
special Washing- 
ton assignment 
as executive 
assistant to the 
chief of field operations of the War 
Production Board. 

Upon completion of that assign- 
ment, which is expected to require 
from 30 to 60 days, Mr. Rheinstrom 
will return to Macfadden Publica- 
tions, Inc., as vice-president and 
assistant to the president. Prior to 
joining Ward Wheelock, Mr. Rhein- 
| strom was connected with the Mac- 
|fadden organization for 18 years, 
| and has continued as a major stock- 
holder. 


Carroll Rheinstrom 


McCann Consolidates 


| McCann-Erickson, Inc., has con- 
| solidated Northwest operations in 
the Portland office for the duration 
of the war. A small service office 
| will be established in Tacoma for 
the Douglas Fir Plywood Associa- 
tion, Fir Door Institute and Wash- 
ington State Progress Commission 
accounts. Tom Williams, manager 
of the Seattle office, has joined the 
service. 


Grumman to McGivena 

/ Grumman Aij$rcraft Engineering 
Corporation, Bethpage, Long Island, 
has named L. E. McGivena & Co., 
New York, as advertising agency. 


The 115,000 con- 
_Sumers in its A. B. 
C. City Zone moke 
Troy one of New 
York State’s really 
important ~ markets 
“Everybody” — reads 
The Record News- 
papers, sole dailies. 
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This a 
Will ¢ SSignmen; F 
. mM a frand about ne that we 
S the story. | ‘Mmediate  & And 
" 7: ely. Here 


In the advertising journals recently, we ™ 
ran the adjacent success story, to wit: 
Mrs. Gudrun Alcock, women’s editor of 1 
The Chicago Sun, came across some Chanute 
Field soldiers shopping for furniture for their 
recreation rooms. She told their needs in a i 
story on the Women’s Pages in the next day’s 
Sun. And within three days, the enlisted men 
at Chanute Field were richer by some 78 
pianos, 20 phonographs, 26 radios, 18 floor 
lamps, thousands of records and games— 
enough stuff to furnish sixteen recreation 
rooms! The incident was quite a testimonial to 
the influence of Chicago’s newest newspaper. 
Well, when the plate came back from the 
advertising journals, somebody had the bright 
idea it would make a good “‘house”’ ad to run 
in The Sun itself—and do a little bragging 
around the home front. And guess what! Men 
and such women as hadn’t seen Mrs. Alcock’s 
original story promptly sent in another 28 
pianos, 9 radios, 8 phonographs, oodles of 


records and a flock of furniture! 4 

MORAL: Sun readers are not only inter- } & 
ested and influenced by The Sun’s news ti 
columns—but by the ads as well .. . If you | 
need any more Moral than that—excuse us 
for taking your reading time! But if you need 
to know any more about The Sun, ask any 


Branham man—soon! 


CHICAGO SUN 


Tue BranuaM Company, National Representatives: Atlanta, Charlotte, 
Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Men’s Clothing 
Stores Adopt Own 
Copy Censorship 


New York, April 22.—Banning 
all references to scarcity of wool or 
impending price increases, New 
York retailers of men’s clothing 
have inaugurated a policy of self- 
censorship with regard to their ad- 
vertising copy in a concerted effort 
to forestall clothing rationing. The 
move, launched this week “on in- 
formal suggestions from Washing- 
ton,” is termed a_ conservation 
measure “to avoid an undue rush,” 

The group embraces department 
stores and specialty shops as well as 
all large clothing chains, and will 
have the full cooperation of the 
censorship committee maintained 
by local newspapers. This censor- 
ship committee is pledged to pre- 
vent the use of any “buy now” copy 
appeals by retailers. 

Among the advertising subjects 
now considered taboo by local 
clothiers are the following: state- 
ments emphasizing wool scarcity; 
those putting undue stress on the 
matter of wool content; mention of. 
impending price increases; mention | 
of impending scarcities of any com-)| 
modity used by manufacturers; use | 
of comparative prices; and infer-| 


DE MILLE HONORED 


Donald W. Thornburgh, Western division 
vice-president of CBS, presents Cecil B. 
DeMille with the annual CBS award for 
distinctive contribution to radio art. The 


presentation highlighted a broadcast 
tribute to Mr. DeMille’s 30 years’ work 
in the entertainment field. 


ence that current styles or fabrics 
will not be available at a future 
date, or that subsequent styles will 
not conform to present standards. 


Lou Frankel has resigned as di- 
rector of promotion of Station 
WBYN, Brooklyn. 


Institutional Copy 
Still Under Fire 


in Great Britain 


Possibility of Action by 
_ Parliament Seen by 
Many Observers 


By F. A. MARTEAU 


London, April 7.—Criticism of 
“goodwill” advertising placed by 
manufacturers and others who have | 
nothing to sell at the moment seems 
to be increasing, rather than other- 
wise, in the British Isles, and most 
informed advertising observers in 
London believe that further action 
by the government is inevitable. 

In connection with such criticism 
/here, it must be remembered by 
American readers that the adver- 
tising situations in this country) 
and in the United States are not 
exactly parallel. For one thing, 
English newsprint and other paper) 
is entirely imported from over- 
seas, and lack of shipping facili- 
ties, coupled with the more press- 


ing needs of importing foods and 
implements of war, has already 
resulted in rationing of newsprint, 
as previously pointed out in ADVER- 
TISING AGE, to a point where only 
about one-fifth of the normal paper 
supply is being used. 

In addition, the government itself 
is now the country’s largest adver- 
iser, and at least a portion of the 
criticism of goodwill advertising 
which has developed here has been 
due to assertions that government 
copy is sometimes crowded out of 
the papers in favor of privately- 
sponsored copy. 


Sees More Criticism 


At any rate, Max Ritson, speak- 
ing to the British Direct Mail | 
Advertising Association at a recent 
luncheon, asserted that “I feel that 
the government is going to take) 
notice of the critics of advertising | 
in Parliament—they are voicing the | 
feelings of the many ordinary men | 
and women who have been regard- | 
ing advertising as an irresponsible | 
circus.” 

“I regard it as highly probable,” 
he went on, “that the government) 
will restrict the advertising of goods 
in short supply, where the idea is | 
merely maintenance of prewar) 
brand names. The power to do) 
this arises out of the Price of Goods | 
Act, where in the calculation of the) 


See the local dealer— 
There is one near you. 


Te OI Hn angry 
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lkbvkes 
Confidence... 


Confidence both ‘grim and gay’ 
was another lesson the great 
Raleigh taught us. Confidence 
born of mastery 

History tells how Raleigh 
saucily greeted Philip's Invin- 
cible Armada with a couple of 
*blurs’ from his silver trumpet, 
though graver work came 


later, 
victory. 
The Raleigh organisation 
owes much to confidence, born 
of mastery too. Research, un- 
halting progress, undeviating 
excellence, all contributed. A 
world-demand to-day supplies 
the sequel. 
Distribution of Ralegh Cycles is at present lomred, 
but on due time these famous Cycles will once again 
be available for all. Théy arc well worth waiting for. 


RALEIGH 


f ‘ 
THE ALL-STEEL BICYCLE “—~ 


THE RALEIGH CYCLE CO. LTD, LENTON, NOTTINGHAM 


with overwhelming 


ow 
This is a sample of the kind of ‘good- 


will’ advertising which is being attacked 
by public opinion in wartime Britain. 


basic selling price of all kinds of 
articles the authorities have power 
to disallow advertising expenses as 
part of the basic costings. 
“Advertisers should surely fore- 


stall criticism by not using lavish 


For authorized service look in the 
Classified section of the Telephone 


Directory for your local dealer. 


Which copy in your advertising 
will get more results? 


Is the prospect, after reading your advertising, told to “See the local dealer. 
There is one near you.” ? How’s he supposed to do that? By hunting until 
he spots the dealer? By asking a cop on a corner? By driving up and 


CLASSIFIED TELEPH 


ONE DIRECTORY _ 


; 9 ; : : — 
Gown streets? In his search, - may wom right to a competitor. YOUR BRAND NAME 
You make sure prospects will be easily directed to your outlets when OUR 
our trade mark is displayed, with dealers listed under it, in the Classi- ur Y 
y peayce, . 069-3 A sales message for yo TRADE MARK 
fied Telephone Directory. Then, by using a reference (such as shown above 3958 product or service. 
to the right) in your advertising, you get immediate action, 4618 
Trade Mark Service keeps people on the track to authorized service out- +1255 “WHERE TO BUY IT” he 
lets for both sales and service. In these changing times, especially, it helps (1609 Your Local Dealer His Address === Tel. No. 
: ee . -244 His Address. -- |. No. 
assure that repairs to your product will be made by authorized +7285 ag Y His Address... -- Tele NO 
, il al 2.9 , - Fee 1. No 
dealers. Moreover, it has institutional value because it’s an in- ?; Your Local Deas step His Address = 


expensive, effective way to keep your name constantly before 
the public. For details just call your telephone business office. 
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easy for prospects to find your dealers. 


ll-inch triple columns or even 
8-inch double columns simply to 
say their goods are scarce. If they 
do use such spaces they should util- 
ize them to spread wartime infor- 
mation which is a definite help to 
the national effort.” 

Another indication of the trend 
of thought here is a letter which 
H. W. Eley, advertisement manager 
of Dunlop Tire Company (one of 


| the largest users of space in ordi- 


nary times), wrote to business 
papers, strongly criticizing the per- 
sonal prestige campaign being car- 
ried on at present by a comedian, 


Tommy Trinder, through poster 
advertising. 
Personal Copy Deprecated 


“The prestige of Tommy Trinde1 
in these desperate days is of no 
importance whatever,” Mr. Eley 
wrote. “It is monstrous that in 
these days labor and materials can 
be employed in the way it is. Na- 
tional advertisers with campaigns 
directed to instruct the public in 
various aspects of economy in the 
use of goods, find it very difficult 
to get press space and poster facili- 
ties for their campaigns. We now 
know the reason.” 

Something seems certain to result 
from this alleged mis-use of adver- 
tising space. Currently there are 
two rumors going the rounds with 
reference to the coming budget 
One is that the budget will exclude 
from the untaxed “legitimate sales 
expenses” any advertising other 
than that giving the name of prod- 
uct (or service), where it 
tainable, a short description, and 
the price. Another is that all com- 
mercial advertising is to be severely 
taxed. 

At present it is impossible to pre- 
dict whether these rumors are wild 
guesses or intelligent forecasts, but 
it does appear obvious that some 
check upon advertising, in addition 
to those already in effect, will be 
forthcoming eventually. 
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It all started a few weeks ago—around the Hardy breakfast 
table back in Carvel. Over his coffee cup, the Judge watched a 


sleet storm’s efforts to invade the warmth of the Hardy breakfast 


room only to be stopped by the gallantly perspiring windowpanes. 
“T think this family could use a trip — to California,” he said. 
“Yippee,” from Andy. “But the blackouts! Why, California’s in 
the war zone!” exclaimed Ma Hardy. The Judge winked at Andy. 
“Suppose we have a ‘man to man’ talk with your mother?” A 


week later they arrived in Los Angeles. 


: 2 Lod ‘« * oom ee ed wes Be ‘ 


What a time they had! Night and day 
they found themselves on the go. So many 
exciting places to visit, so many gay sights 
The feminine members of the Hardy clan to see. Crowds everywhere—at the theater, 
lost no time in making the rounds of Los An- on the boulevards! For Los Angeles is They found Los Angeles se- 
geles’ smart shops, its big stores. Yes, they growing faster than ever—310,000 more rious and determined, too. De- 
people now than in 1940. termined to win the war—plane 
factories, shipyards, industrial 
plants going full blast . . . pay 
rolls going up, up! 


added their bit to Los Angeles’ rocketing retail 
= sales—which last year topped $1,730,000,000. 


Well, the Hardys are back in Carvel now. And they've a lo 
to talk about . . . everything from the picnic on the beach to the 


) pre- 
wild 
;, but 
some 
dition 
ill be 


busy stores and shops, the teeming industries, the excitement of 
a city alert and alive! “Los Angeles is a dilly of a town,” says 
Andy, “‘a super-wow, colossal in a big way!” 

For advertisers with something to sell—it’s America’s best 
bet! And as usual the newspaper that is reaching the buyers— 
selling the goods — in this busy market is the home-delivered 


Los Angeles Times—first in every classification of advertising! 
The Hardy Family Is Used by Special Permission of Metro-Goldwyn-Mayer 
REPRESENTED BY 


WILLIAMS, LAWRENCE G CRESMER 
NEW YORK, CHICAGO, DETROIT 


AND SAN FRANCISCO 
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Misunderstood 


In spite of the tremendous con- 
tributions which are being made by 
American industry to the successful 
prosecution of the war, there was 
never a time when so many charges 
and attacks were being leveled 
againsty.business in general and in 
particular. 


war make. allegations of wrong- 


The stress and strain of | 


doing, coming from official sources, | 


all the more*serious in the eyes of 
the public, and ,consequently they 
call for clear and_ unhesitating 
statement of the facts. 


Business should come out of this | 


war with colors flying, as a result 
of its magnificent handling of pro- 
duction, transportation and man- 
agement problems, but it may 


P P | 
emerge with loss of public accept-| 


ance if charges against it are not 
met fully, frankly and convincingly. 
Business has the responsibility for 
maintaining full public understand- 
ing of situations which are now the 
basis of criticism in and out of the 
government. Failure to answer 
charges now will be regarded by 
many as acknowledgment of guilt. 
The confused patent situation has 
provided the basis for suggestions 
that American industry has been 
working with Germany to the dis- 
advantage of this nation. In most 
cases it has been made abundantly 
clear that since Germany controlled 
the original patents, it was only by 
negotiating agreements for their 
use that they became available here 
and are now being applied to the 
production of our own munitions 
and military supplies. But the im- 


plications of testimony in Congres- 
sional hearings have reflected on 
some companies whose work along 
this line has actually made products 
and processes patented by foreign 
companies available to the United 
States. 
General 


Electric and Carboloy 


have handled this situation in a 
most effective and unequivocal 
style. Following testimony by rep- 


resentatives of the Department of 
Justice before a Congressional com- 
mittee, in which the patent situa- 
tion was reviewed, with the sugges- 
tion that the interests of the United 
States had not been fully protected, 
the companies published full-page 
newspaper advertisements in which 
the development of carbon-tungsten 
alloy materials for cutting purposes 
was related, the story was told of 
how research here, based on the 
original patents, resulted in a great 
reduction in the cost of the material 
to industry, and the advantages to 
industry and the whole country of 
this technical advance were made 
clear. 

This is the sort of prompt, clear 
and detailed presentation of facts 
called for by suggestions and in- 
nuendoes calculated to weaken or 
destroy the goodwill of American 
industry. We hope no other com- 
pany whose record is placed in a 
bad light by ex parte testimony in 
Washington will hesitate to broad- 
cast the full story, so that the judg- 
ment of the American people will 
be based on the truth, the whole 
truth and nothing but the truth. 


Another OCD Mishap 


A well-known Chicago agency 
executive has been added to the list 
who have been embar- 
rassed by the failure of the Office 
of Civilian Defense to function 
properly. Mayor LaGuardia, Mrs. 
Roosevelt and others who were re- 
sponsible for the original grandiose 
program have been swept aside by 
popular irritation with the scope 
and character of many of the pro- 
jects for which it was responsible, 
and which to the public appeared to 
be of: little value from the stand- 
point of home defense preparation. 

Many of those who agreed to par- 
ticipate in the “coordination” of 
various sports activities, as part of 
the OCD program, and who in good 
faith undertook to* maintain and 
develop sports programs as a con- 
tribution to national health and fit- 
ness, have suddenly discovered that 


of those 


the whole program has collapsed 
because of over-emphasis on activi- 
ties too remote from actual civilian 
defense to justify themselves. 

Thus the sports promotions which 
seemed entirely legitimate when 
the plan was originally announced 
will be dropped for lack of funds 
with which to carry on the work, 
leaving those who were interested 
in this phase of the OCD program 
embarrassed by charges that they 
were being used as an underground 
method of promoting the interests 
of manufacturers directly concerned 
in the production of equipment for 
various types of sports events. 

Manufacturers should lean back- 
ward, if necessary, to avoid creating 
the impression that they are using 
war programs as a means of pro- 
moting their own individual enter- 
prises. 
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"Prices sure are getting high, aren't they?” 


Ad-libbing 


Getting Down to Earth 

The best laugh we've had out of 
a patriotic piece of copy since the 
war started came from a perusal of 


a recent full page in the Gazette of | 


Alexandria, Va. The ad is copy- 
righted by Lee J. Bates of Alex- 
andria, and unless we miss our 
guess it will be turning up here 
and there throughout the country 
before too long. It consists pri- 
marily of outlines of “Jap skunk 
stamps” and “Hitler skunk stamps.” 
What interests us about it is the 
fact that it gets down to “folks’ 
talk.”” You don’t have to be a pro- 
fessor of semantics to get the idea. 
“Just pin this page on the wall,” 
it says. “Every time you feel like 
smacking a Jap, just take a de- 
fense stamp and ‘Whammo’— stick 
it right on his ugly puss!!! sf 
And when you've stamped out 
every Jap and Hitler skunk on this 
page with the indicated stamps, 


change it for a $25 defense bond.” 

Maybe it’s pretty childish, but the 
lad or lass who doesn’t get more 
fun out of slapping a 10-cent de- 
fense stamp over an_ illustrated 
“Jap skunk,” or a 25-cent stamp 
over an illustrated “Hitler skunk” 
than he would out of gently past- 
ing the same stamps into the ele- 
gant little books the government 
supplies for the purpose is probably 
a pretty unusual creature 


Mr. Jones Writes 

A release from 
Business Men's 
tion of Chicago, 


American 
Founda- 
which we gather 
does not look with favor on the 
liquor industry, says that Charles 
H. Jones, executive vice-president, 
has suggested to various advertis- 
ing publications that a_ special 
award should be given to the Holly- 
wood representatives of the liquor 
industry “for their outstanding suc- 
cess in getting the motion picture 
industry to bring about a favorable 
attitude towards the use of intoxi- 
cants.” Thus far we have received 
only the press release, and not the 


the 
Research 


original “suggestion” which Mr. 
Jones is allegedly advancing to 
various advertising publications, 


but no matter. 

Mr. Jones thinks that the movie 
industry is nuts or worse, and he 
minces no words in saying so. His 
letter, says the release (remember, 
we haven't got the letter yet) points 
out that while the tavern and home 


consumption of liquor are two of 
the greatest competitors of the 
movies, “yet the distillers and 


brewers have succeeded in gaining 
millions of dollars worth of free 
advertising of their products on the 
screen.” 

“This ability to get your com- 
petitor to advertise your product, 
and not even pay for it,” Mr. Jones’ 
letter points out (according to the 
release), “is the very peak of adver- 
tising smartness. .. A 1942 survey 
being made by the Foundation of 
liquor propaganda on the screen 
clearly proves that the free adver- 
tising of liquor is in the main 
unnecessary for story continuity, 
character development or plot 
movement.” 

Analysis of 114 current movies, 
we're told, shows a total of 250 
drinking scenes in 84 of the pic- 
tures. “Competent critics adjudged 


| 22 scenes as pure liquor propaganda 


having no merit in the production. 
An additional 14 drinking scenes 
were used purely for comedy effect, 
a device greatly approved by the 
liquor industry, and 22 scenes were 


| used to cover up lack of originality, 


for while their use was in the main 
legitimate, far better effects could 
have been secured without them.” 

Mr. Jones’ survey convinces him 
(according to the release) that 
liquor propaganda in the films falls 
into these four general classifica- 
tions: 1. Drunks are funny. 2. Drink- 
ing is smart. 3. Drinking is not in- 
toxicating to heroes and heroines. 
4. Frequent incidental portrayal to 
whet the drinker’s appetite. 

All we've got to add is that if Mr. 
Jones has just finished looking at 
114 complete products of Holly- 
wood, he needs a drink! 


‘English Influence? 


take it to your postoffice and ex- 


Perhaps it’s just imagination, but 
it seems to us that the Swan adver- 
tising is drawing more and more 
upon the advertising technique 
which is, or was, so common in the 
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No. 1974. Things Weren't the San 
When Rip Van Winkle Can 
Back. 

Bakers’ Helper has issued th 


folder, in which some sage advice 


| given by an Old Timer on the dan- 


British homeland of Swan’s owners. | 


The play on words which has been 


SWAN-DERFUL TOO 
FOR BABY 'N YOU 


( SWAN-DERFUL SUDS 
( FOR DISHES 'N DUDS 


SWAN-DERFUL  SWARDERFUL — “" SWAN-DERFUL 
MILDNESS'! THRIFT! 
, ly , < , fs 
: — wee Gh, 
a Rar . 


an integral part of the advertising 
of such English brands as Maclean’s 
tooth paste (““Maclean your teeth’), 
and Guiness ale, is becoming a 
larger and larger part of the Swan 
selling strategy, as this magazine 
advertisement testifies. This thing 
is very well in its way, we feel, but 
there is such a thing as carrying 
this swan-derful idea too far. 


Centennial 

We've been meaning to tell you 
about the tabloid centennial section 
put out by D. H. Holmes Company, 
Ltd., New Orleans, and carried in 
the April 6 New Orleans Item. 
Called “100 Years of Holmes,” the 
tabloid used front pages of a myth- 
ical newspaper, “The New Orleans 
Daniel,” at five year intervals, to 
trace the history of the city and of 
the department store which grew 
with it. Credit for the artwork and 
writing which went into the edition 
goes to John Churchill Chase and 
Hermann B. Deutsch, respectively 
art director and associate editor of 
the Item. The section marks a 
brand new departure in centennial 
advertising, and an unusually effec- 
tive one. 


‘No. 1950. 


ger of letting advertising take a na 
for the duration. He cites example: 
of manufacturers who played Ri) 
Van Winkle with their advertisiny 
last time, and brings out man, 
points of particular interest to the 
baking industry. 

No. 1975. Personnel Shifts in the 
Chain Store Field. 


Chain Store Age points out, 
this booklet, that increased turn- 
over in the personnel of chain groc- 
ery stores is a significant develo; - 
ment of the war. The importan 
of checking up on personnel shif! 
is stressed. The booklet also cor 
tains market data and other info: 
mation. 


No. 1916. Hit Home _ with the 


Home Dailies of Oklahoma. 

This survey, issued by Southwe:s 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


a+ 


“There’s a Woman in the 
Galley, Sir.” 

“Blow me down,” says this nau- 
tical-minded folder, issued by Radio 
Stations WBZ-WBZA to tell the 
story of WBZ’s Home Forum. It 
gives the background of the pro- 
gram and its director, lists current 
sponsors, and reproduces some com- 
ments from users about the job the 
program is doing for them. 


No. 1932. You May Have Asked 
This Question Yourself. 


“How will it look in offset?” In 
this new portfolio, Laurel Process 
Company offers some examples of 
its work to show the effectiveness 
of its offset process for various types 
and sizes of printing jobs in color 
and black and white. 

No. 1954. A Flock of Surveys. 

“Good gunning” for hunters of 
sales is reported in this folder, in 
which Radio Station WEEI, Boston 
provides surveys of listenershij 
within gunshot, fifty miles out 


early morning, ‘way out and “all 
over.” 
No. 1956. Circulation and Market 
Data. 
Radio Station WSGN has issued 


this market study of northern Als- 
bama and the city of Birming 

A county breakdown of marke! 
statistics is provided, with maps 0! 
coverage areas. 


No. 1965. First Thing inthe Morn 
ing ... Last Thing at Nig’! 

Radio Station WCCO has ued 

this brochure which reports We 


third annual study of early morn 
ing and late evening fistenins 
habits in the Northwest, incluans 
a new analysis of Saturday mort 


ing radio audiences. 
No. 1967. 48 Per Cent More ! ad- 
ers. 
Holland’s has issued this fo ce! 
which tabulates the results I 


L. M. Clark survey of reader '1'e' 
est in nine national advertise 
in nine “masked” magazines 
shows how these results co! 
in attention value with a (a> 
readership study of Hollanti’s 
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es 


a Three times a day, in fact, they hunger. Natural indeed, but instead of 
aio implying famine, it means a feast for those who sell them groceries. Who 


rent are they? Just members of the families covered by the New Haven Jour- 


com- , 
pb the 


) nal-Courier ... whose women readers always turn its cooking schools into 
"i ‘‘“jam’’ sessions (witness the scene above) ...a paper that, alone, brings 
enes out crowds of 200,000 for its Santa Claus parades. 


er, in Q.E.D.—If you want to sell food in New Haven, you cannot afford to pass up 
- the Journal-Courier any sooner than you'd pass up any big market represent- 
| ing 300,000 meals a day, 


vs Reach the REAL BUYING POWER of NEW HAVEN through 
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N o Need to Cut 
Book Paper Use, 
Says S. D. Warren 


Boston, April 23.— There is no 
shortage of book papers; in fact, 
manufacturers of book papers could 
fill more orders—if they could get 
the orders. 


| plus shrinkage of normal use of 


| 


coated and uncoated book papers, 
demand for these products was 
already shrinking when America 
entered the war in December, and 
has continued to shrink, the com- 
pany says. “Users of paper are 
properly interested in the answers 
to two questions,” Warren asserts. 
“Will the manufacture and use of 
printing papers consume materials | 
that should be reserved for military | 


That is the message which S. D.| needs, and will the consumption of 
Warren Company, one of the coun- printing paper at this time be the 


try’s leading producers 
papers, will carry to the advertising 
and printing business shortly in a 
series of messages designed to re- 
move misconceptions about. the 
paper supply. 


Pointing out that the paper in-. 


dustry is not one industry, but a 
collection of industries, Warren de- 
clares that in 1941 the paper board 
and kraft paper industry, and to a 
lesser extent the writing paper in- 
dustry, found themselves in a posi- 
tion where new demands disrupted 
service to normal customers. In the 
case of the book paper industry, the 
summer of 1941 also witnessed ex- 
ceptional demand, but this demand 
was due entirely to precautionary 
inventory building on the part of 
normal users, and not to the crea- 
tion of new demands. 


As a result of this loading up,| Fourth of July. 


| 


| 


of book} cause of a future shortage?” 


Answering these questions, the 
company says: “The manufacture 
and use of printing papers will not| 
be permitted to impair the military | 
effort. . . The consumption of print- | 
ing paper at this time will not be| 
the cause of a future shortage. . .| 
It is evident, therefore, that there 
is no condition now existing in the) 
book paper industry that should 
deter an advertiser from printing 
literature that conforms to the 
requisites of good taste and sound 
business judgment.” 


Will Carry Flag Cover 


Agricultural Publishers Associa- 
tion has endorsed the National Pub- 
lishers Association proposal that 
publications carry the flag on the 
covers of their issues nearest to the 


| retirement after 23 years of service 
| will become effective June 1. Direc- 


Macdonald and 
McCurdy Named 
New CDNA Heads 


Major Partridge Plans 
to Retire June | After 
23 Years’ Service | 


Toronto, April 22.—Appointment 
of Ian H. Macdonald as general 
manager of the Canadian Daily 
Newspapers Association and Wes- 
ley McCurdy as its new president 
highlighted the annual convention 
of the group here last week. 

Mr. Macdonald was_ formerly 
general manager of the Bureau of 
Advertising for the CDNA and 
served as advertising director of the 
Winnipeg Tribune. He _ succeeds 
Major Arthur Partridge, whose 


tors of the association expressed 
formally their appreciation of the 
manner in which he has handled 
the responsibilities of the office for 
more than a score of years. He 
accepted an appointment with the 


A < 


BOOM TOWN DATA 


* Industrial payrolls in the 
Portland trading territory 
are up 78.7% over last year. 
Payrolls in the rest of state 
of Oregon are up 11.3%. 


5 


@ In square miles the Portland, Oregon, 
trading territory isn't very great... but 
in people with money to spend it's RICH! 
In the Portland area is concentrated over 
50% of the spending power of the entire 
state of Oregon. And here is the one simple 
prescription that will build up your sales 
in this productive area! Advertise in the 
Portland newspaper that thoroughly covers 
this market. . . 


THe JOURNAL 
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) PORTLAND, OREGON 
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NEWSPAPER ADVERTISING AT A GLANCE 


6 GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
MARCH 1942 - 1941 LOSS GAIN 
CLASS IF ICAT HONS. -20 -0 t) 10 rs) x» 

— 

RETAIL 0.3% J 
Generar -5.6 

AuTomoTive 67.2 

Fimanciar 0.4 , 
Tota. DisPiay -5.3 —_— 
Cuassiriep -tt.t | mec 
ToTat ADVERTISING -6.5 —- 
Derartment Srores -2.8 & ol 
JANUARY | TO MARCH 31, 1942 - 1941 

Reva 0.6 7 
Generar -1.3 - 
AUTOMOTIVE -67.5 namie 
F IMANCIAL -3.2 ae 
Tota. DisPray -4.2 — 
Cuassiriep -1.3 Le 
ToTaL ADVERTISING -5.7 eel 
DerarTMenT Stoxes -2.2 | | = 

-to0 © 10 20 x” 


Modest gains for retail and financial classifications for March are shown in this 
chart prepared by Media Records. For the Jan. !-March 31 period of 1942 only 
retail managed to score a gain over the previous year, amounting to .6 per cent. 


land W. J. J. Butler of the Globe| 


/now on the market was halted April 


| ties now on the market, little hard- 


one of each group will continue to 


| substitutes. 


|Louis Post-Dispatch. 


} sistant 


CDNA in 1919 after service with | 
several newspapers, action in World 
War I and as an air attache of the 
British Embassy in Washington. 

Mr. McCurdy, who is vice-presi- 
dent and publisher of the Winnipeg 
Tribune, was named by the direc- 
tors to succeed W. J. Motz of the 
Kitchener Record. A native of Win- 
nipeg, he has been a newspaperman 
ever since his graduation from the 
University of Manitoba. He joined 
the Tribune in 1924. 


Bureau Merged 


Directors announced that the Bu- 
reau of Advertising, which for- 
merly functioned as a_ subsidiary 
activity of the association, would be 
merged with the group. Doris K. 
Trowell was appointed secretary. 

Mr. McCurdy was _ appointed 
chairman of the CDNA section of a 
joint committee being formed with 
the Canadian Press to deal with 
matters of mutual interest. The 
committee will be set up by Mr. 
McCurdy and A. R. Ford, London, 
Ont., president of the Canadian 
Press, after a conference. Mr. Mc- 
Curdy will be the association’s rep-| 
resentative on the 
awards committee of the Associa-| 


'tion of Canadian Advertisers. ia 


A. D. McKenzie of the Canadian 


vice-president of the association, 


and Mail, Toronto, treasurer. 


Radio Tube Output 
Cut by WPB Order 


Manufacture for civilian use of 
349 out of 710 types of radio tubes 


24 by order of the War Production 
Board. Although discontinued types 
represent nearly half of the varie- 


ship will result since the ban affects 
only duplicate, obsolete and small- 
demand models. 

In eliminating duplicate types, 
be produced. Obsolete tubes will 
not be replaced but the tube indus- 
try is taking steps to educate deal- 
ers on types that are available as 
WPB estimates that 
present inventories of discontinued 
types will meet civilian needs for at 
least two years. 


“Omaha World-Herald” 


Promotes Vernon Smith 


Vernon H. Smith, former man- | 
ager of station KOWH, Omaha, has | 
been promoted to sales manager of | 
the Omaha World-Herald and of | 
KOWH. He succeeds Fred F. Row- | 
den, who has resigned to accept an | 
executive position with the St. 


J. G. Devaney, formerly assistant | 
to Mr. Rowden, will direct local 
display; Harry D. Keller will con- | 
tinue in charge of national adver- | 
tising, and Clyde C. Minnis con- 
tinues to direct classified. 


Roberts Joins Agency 


Darrell C. Roberts, formerly as- 
advertising manager of 
Chrysler Sales Corporation and 
more recently advertising mahager 
of Willys-Overland, Inc., has joined 
Willard G. Myers Advertising 
Agency, Philadelphia. 


Pansmith in New Post 

John B. Pansmith, formerly man- 
aging and business editor of Men’s 
Apparel Reporter, New York, has 
joined Sheldon, Morse, Hutchins 
and Easton, New York, as general 
manager. 


advertising | i 


| Observer, Sarnia, Ont., was elected | Bi 


Vitamins have what it takes! Se 
does Oregon's Primary Market! 
Small but rich, this vital area coa- 
tains ever 50% of the spending 
power of the state! 


The DAILY JOURNAL'S circulation is 
concentrated where buying power is 
concentrated. Successful drug and 
toiletry advertisers use The Journal 
te tap this rich market, because The 
Journal gets results! 


The Journal Leads in 
Drug and Toilet Goods Advertising 


IN PORTLAND, OREGON 
RETAIL JOURNAL SNoRs. 


"Drug Stores . 176,644 86.8 
Dept. Stores. 103,174 45.5% 
Total Retail . 279,818 65.1% 


NATIONAL 


Medical... 94,428 60.3% 
Toilet Requisites 103,482 76.2% 
Total National 197,910 67.7% 
Trarionay 477,128 66.1% 


» tmctades Greg and tovlet poods hnage of fred Meyer tne 
Figures @ agate lines year 194) — trom Media Records, inc. 


713% 87% 


of the Daily Journal's of the Daily Journal's 

Circulation is concen- Circulation in the 0.P.M. 

trated in the 0.P.M. is delivered by carrier 
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about "War" circulation in 
San Francisco 


ae te 


Naturally, the circulation figures of newspapers everywhere have shown 


Sy 


> 
ao 
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decided gains since December 7th. But here in San Francisco, gateway 


a) 


to the Orient, newspaper readership has hit new highs! On the Call- 


“ 


ap ae 


Bulletin, always Northern California's largest evening newspaper, the 


g@in averages at 19.9% 


ne Oe ’ oh 
i ee hl 


Fortunately, the latest A.B.C. Publishers’ Statement breaks the total 


circulation figures down into quarters. The three-months average for 


January, February and March tells the story:-- 


ABC Publishers’ 
Statement 
6 months end- 
ing Sept.50 


ABC Publishers’ Average 
Statement for 
6 months end- 3 months end- 


These figures are not part 
of the A.B.C. Publishers’ 


Statement, but are re- 


1941 


City 70,332 


Trading Zone 22,369 


ing March 31 
1942 


82,708 


26, 227 


ing March 31 
1942 


85,970 


26,951 


leased by The Call-Bulletin 
because of their timeliness 


Total City & 
Retail Trading Zone 


19.9% GAIN 
over last 
statement 


127,811 ) “cr Be 


92,701 108,955 112,921 


"All Other" 13, 823 13,771 14,890 


Total Net Paid 106,524 122,706 


4% g@ e# 
(ajtin Guont Harbor) 1 Ee ‘ 
Cneutatiorn of the a gaa 
re be - fF, / wr s: Y ey Tran dig La as 7% Aw 
AA on 7 Metin « ma “| | pied, voy at } VAA a 
i j y| ¥/ / 4 5 San Pranctsco 


CALL-BULLETIN FF 


The NUGGET Pape SS ina GOLDEN Market 
Represented Nationally by LE Pal Block and hssctales 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. : 


A Circuit Clout 


To the Editor: A mighty impos- 
ing list of people wrote to us re- 
questing copies of our “Remember 
Pearl Harbor’ poster when you 
published a reproduction of it in 
your issue of Jan. 12. 

At that time posters were sent by 
us to nearly every state. Now an- 
other poster is ready and is avail- 
able to anyone willing to give it 
display space for the purpose of 
helping to build morale. This one is 
very timely and has been well re- 
ceived locally. Uncle Sam’s stance 
may not be too perfect from a base- 
ball fan’s point of view, but he has 
his eye on the ball and sure means 
business. The poster is printed in 
red and blue, size 20 by 28 inches, 
on 100 lb. coated stock and is a real 
eye-stopper. 

Send us the names of those you 
think will display them, and copies 
will be mailed promptly. 

Roy OLMSTEAD, 

The Kenny Press, Newark, N. J. 


v,geweY 4° 
Ex-Checker Champ 
Decries “News” Ad 

To the Editor: It is a pity that 

the Chicago Daily News should be 


permitted to waste such valuable 
space as the back cover of you 
April 13 issue with an advertise- 
ment whose headline is contra- 
dicted by its illustration. 

As former checker champion of 
Dane County, Wisconsin, and the 


Hot Stove League, I can see with 


Th PCC wr beter than One 


ITS A LAW 
And No Advertiser Can Get Around It 
half an eye that the three men 


controlled by the player at the left 
are doing the job one man alone 
could do in the center position. 

All three of them must be fugi- 
tives from the WPA. 


N. B. WINKLESS, JR., 
Wm. B. Remington, Inc., 
Springfield, Mass. 


, =. 
Readership’s Okay 

To the Editor: “Three Are Better 
Than One” the Chicago Daily News 
ad screams on the back cover of 
your April 13 issue. Then what 
happens? Well, just this: The illus- 
tration beneath the headline goes 
on to show a situation in checkers 
which disproves the headline claim 
perfectly. Three checkers have one 
opposing checker boxed in—and ot 
the three only one is necessary. The 
two flanking checkers are abso- 
lutely useless, at least to the situa- 
tion. 

But let it go at that. The Chid- 
anews has proved that their boys 
know how to get lots of readers per 
copy even if they don’t know a 
whale of a lot about checkers. 

ROBERT MENDTE, 

Sales Promotion Manager, 

Jacob Hornung Brewing Com- 

pany, Philadelphia. 


Add Ad Checkers 


To the Editor: Prize 
the Month Nomination: 
cago Daily News’ 
the back cover of 
for April 13. 

“Three are 
the headline. 

But one—one checker, the middle 
black one, is all that is needed to 
win in the illustrated set-up. 

It’s so obvious I suspect the Chi- 
cago Daily News must have run it 
as a test of readership. 

Or didn't artist Raphael ever play 
(and win) any checkers? 

Guy CUNNINGHAM, 

Promotion Manager, Screen- 

land Magazine, Inc., New York. 

{[Editor’s Note: eagle-eyed 
ADVERTISING AGE are right, 


Boner of 
The Chi- 
advertisement on 
ADVERTISING AGE 


better than one,” says 


The 
readers 


SWATTING THE AXIS 


With the baseball season in full swing, 
the Kenny Press, Newark, offers this new 
poster to all comers as a 1942 morale 


builder. 


but the Daily News artist is not 
necessarily wrohg. If the next 
move iS by the black, the game can 
obviously be ended more quickly by 
having the three black checkers in 
position, than by having one. If 
the next move is by the white, of 
course, one black checker is just as 
satisfactory as three.] 

yv,vry 


Coutlee Sees Success 


of Enrichment Program 

To the Editor: The article in your 
March 30 issue, describing the “fail- 
ure” of the American and British 
programs to convert the public to 
the use of enriched white flour and 
bread, “‘ain’t the way I heard it.” 

Far from being “destined to move 
toward a slow, and rather painful 
death” (as characterized by you 
reporter) virtually every indication 
points toward a speed-up and ex- 
pansion in the production and con- 
sumption of enriched white bread 
and flour in this country. Current 
industry estimates indicate that at 
least 75 per cent of the white bread 
sold in New York City is now en- 
riched, and the average for the na- 
tion is up notably from the 35 per 
cent estimate made by baking 
authorities at the end of 1941. “The 
Hook-Up,” publication of the Mil- 
lers’ National Federation, recently 
commented: “Fourteen months of 


experience in the United States has | 


carried flour enrichment to the point 
where probably 40 per cent of the 
flour and 50 per cent of the bread 
are enriched.” And here are some 
current developments: 

1. Effective Aug. 1, South Caro- 
lina law makes it mandatory that 
all white bread and flour sold 
that state must be “enriched.” It is 
not unlikely that other states will 
follow suit. 

2. An editorial in the 
issue of the Journal of the Ameri- 
can Medical Association _ states: 
“More than ever before bread de- 
serves to be called the staff of life. 
Consumers who buy white bread 
should demand enriched bread.” 

3. The Office of Defense Health 
and Welfare Services is initiating 
an intensified drive in the interest 
of the National Nutrition Program, 
of which the enrichment of white 
bread and flour is an integral part. 
Recently announced details of this 
new merchandising plan indicate 
that major emphasis will be placed 
at the point of sale. Already en- 
listed in this drive are leading food 


April 4 


manufacturers, independent and 
chain retailers, department stores, 
hotels and restaurants, and insur- 


ance 
copy 
fense 


companies. Illustrations and 
authorized by the Office of De- 
Health and Welfare Services 
are to be made available to quali- 
fied advertisers. Featured in this 
cooperative drive will be the theme, 
“U. S. Needs US Strong—Eat Nutri- 
tional Food.” As one example, The 


Saturday Evening Post will con- 
tribute nine pages for full - color 
advertisements in its four Ju 


this 


issues, promoting 
Posters, display tags and news- 
paper mats will be made available. 
In addition to printed media, radio 
and motion pictures will be used to 
carry this message to the consumer. 

4. The War Department has is- 
sued instructions that all flour pur- 
chased for the United States Army 
must be “enriched.” 

To draw an analogy between the 
U. S. enrichment program and the 
necessary adoption of a “national 
loaf” by the British is to confuse 
the issue. The reversion of Great 
Britain to “dark bread” was caused 
primarily by restriction of shipping 
space. The new British flour and 
bread is to be of 85 per cent extrac- 
tion. (Ordinary white flour is 
about 70 per cent extraction.) It is 
estimated that this longer extrac- 
tion will result in a saving in ocean 
tonnage of 750,000 to 770,000 tons of 
shipping space per year. This 
amounts to at least two cargoes of 
imported wheat, or 600,000 bushels 
weekly. 

While it might properly 
that the enrichment 


program. 


be said 
program 


| of these two products. 


has! 


not yet created a national consumer | 


demand for enriched white bread 


| and flour, it has created widespread 


and increasing consumer acceptance 
And anyone 
who knows anything about advertis- 
ing and selling knows that the value 
of consumer acceptance is second 
only to consumer demand. 
D. W. COUTLEE, 
Director of Advertising, Merck 
& Co., New York. 
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“War Contracts” Folder 


To the Editor: A few days before 
Pearl Harbor we sent you a folder 
called “Paper Products for Defense 
Contracts,” illustrating the wide 
variety of paper products required 
by defense contracts manufacturers. 
We wish to thank you again for 
running a story about that folder 
in your publication. We know it 
helped a number of manufacturers 
to locate more speedily a reliable, 
economical source of supply on out- 
of-the-ordinary gadgets. 

Since then, of course, the need 
for more speed in every phase of 
war contracts manufacture—includ- 


ing purchasing — has _ increased 
many fold. Since then, too, the 
variety of paper products being 


made by the Dennison Manufactur- 
ing Company to help fill war con- 
tracts has increased greatly. There- 
fore, 


more comprehensive folder, called 
“Paper Products for War Con- 
tracts.” It illustrates and describes 
the still greater variety of paper 
products now in demand by war 
contracts manufacturers. Also in- 
cluded are thumbnail descriptions 
of Dennison’s basic paper-convert- 
ing facilities. They suggest still 
other paper gadgets which Denni- 


/son is equipped to turn out speed- 


ily, efficiently, economically. 
L. D. GILMORE, 
Advertising Department, Den- 
nison Mfg. Company, Framing- 
ham, Mass. 
v v v 


Nail-Picker-Upper 


To the Editor: Today all of us are 
trying to make our present auto- 
mobile tires last as long as possible. 
Oil companies and rubber com- 
panies are telling us in their adver- 
tisements how we can get the most 
wear out of our tires. President 
Roosevelt has asked the state gov- 
ernors to limit speeds to not above 
40 miles per hour. 

Probably more tires are ruined 
by punctures than actually wear 
out. Most punctures are caused by 
running over nails or tacks. 

May I suggest that for the dura- 
tion we all enlist in a “pick-up-a- 
nail-a-day” campaign. Now that 
tires are scarce, I have noticed pos- 


we have prepared a second,| sibly a little more keenly the large 


in | 


OUT TN FRONT. 


ton homes than the third Houston newspaper. 


if 


front. 


f N the home front 


in Houston, The Hous- 
a ton Chronicle is way out in 
On week-days, The Chron- 


icle is delivered to 25.3% more Houston 
homes than the second Houston newspaper and to 43.0% more Hous- 


On Sundays, The 


Chronicle has 20.6% more home-delivered city circulation than the 
other Houston Sunday paper. 


Being out in front has been a habit with The Chronicle for 29 con- 


secutive years. 


Every year during that long period of time, The 


Chronicle has been FIRST in Houston in circulation AND advertising. 
Having your PRODUCT out in front in Houston is important. 


Houston's retail sales exceeded those of any other 
Southern city by $21,000,000, according to the last 
U. S. Census—and since then have soared, passing 


1929 by far, as shown in the chart. 


The Chronicle can put your product in front in 
Houston, and do it at the lowest cost. 
is Texas’ largest daily—morning or evening—and 
has the lowest milline rate in Texas—daily or Sunday. 


The Chronicle 


HOUSTON RETAIL SALES 


Jonuery 
1942 


U.S. Dept of Commerce 


>THE HOUSTON CHRONICLE 


First in Circulation and Advertising for 29 Consecutive Years 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 


Notional Representatives 
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number of nails and tacks along the 
treets and sidewalks. If nothing is 

done about them, they probably 

eventually will find their way into 
ymebody’s tires. 

How much better it would be if| 
each one of us picked up every nail | 

tack that we see as we walk 
long. Such a campaign might pro- 
de many millions of extra trans- 
portation miles for this country. Not 
only that, but it would help get rid 
of oversized waist-lines, such as 
iny of us have. 

I'd like to ask every reader of this 
etter to start today and pick up 
every nail and tack that he sees on| 
either sidewalk or streets. Possibly | 
ts not very heroic or romantic, but 

certainly will help the United} 
States make the most of the tires! 
that we now have. 

Will you join me in being a nail-| 
picker-upper for the duration? 

Louis H. BRENDEL, 

Manning, Maxwell & Moore, 

Ine., Bridgeport, Conn. 

a aA aA 
Putting It in Verse 

To the Editor: I read Arthur 
Price’s article on “flag waving” 
advertising in the March 16 ApvEr- 
TISING AGE with a great deal of in- 
terest. It tears the mask off of a 
lot of shabby advertising. Here’s a 
little verse in support of his article: 


| 
| 


This bolt shouts your battle cries 
Insure to buy a bond 

Get on board before the rise 
Picture of sailor with blonde. 


Look at the taxes that we pay 
Look at our big expansion 
Institutional’s the way 

And a gun will get attention 


Your car is a war car now 
Your tires move a tank 
Buy today to save tomorrow 
Why put it in the bank’? 


Our company works for victory 

Our furnace fights the Fuehrer 

Our every possible facility 
3rings V day that much nearer. 

How can we lose when 
more shoes? 

Come back with our shield or buy 
if 


we make 


R mber the 
and the Jews 

And remember we helped you to 
fly it. 


French, the Dutch, 


Tep Kirby, 
Pedlar & Ryan, Inc., New York. 


v ’ v 
“Business as Unusual” 

To the Editor: I got quite a kick 
out of your.March 16 issue, Page 3, 
advertisement for Newsweek, 
headlined “Business as Un-Usual.” 

I am enclosing a reprint of an 
article which I wrote last October 
and which appeared in the De- 
cember issue of Air Conditioning & 
Oil Heat, titled, “Business As Un- 
Usual.” It was about the oil burner 
and fuel oil industry, too! 

Just another example of how 
great minds run in the same chan- 
nel}! 

Cart A. GODDARD, 

Sales Manager, Scully Signal 

Company, Cambridge, Mass. 


Promotion Essential 
to Newspapers, 
Dyar Book Reports 


New York, April 23. — Asserting 
that “putting out a good paper” is 
far from being sufficient per se to 
make a newspaper enterprise suc- 
cessful, ““Newspaper Promotion and 
Research,”’ by Ralph E. Dyar, seeks 
to show newspapers the variety of 
methods successfully employed to 
build circulation and advertising 
linage by promotion. 

Mr. Dyar, who joined the Spokes- 


“publicity man” in 1908, is now di- 
rector of research and promotion 
for the Cowles publications in the 
Spokane area, entailing supervision 
over the Spokesman - Review, Spo- 
kane Daily Chronicle, Washington 
Farmer, Idaho Farmer and Oregon 
Farmer, the last three comprising 
the Pacific Northwest Farm Trio. 

From a background of 34 years in 
the newspaper promotion business, 
Mr. Dyar has compiled a volume 
valuable both for reference pur- 
poses and for informative, text- 
book-style reading. The arrange- 
ment of the promotion department, 
dependable sources of. personnel, 
contests, news-making, service pro- 
motions and hosts of other devices 
are given brisk and thorough treat- 
ment. 


newspapermen, Mr. Dyar has seen 
fit to include many concrete ex- 
amples of where, when and how a 
promotional device has been used: 
speaking of enlightened self-inter- 
est, he cites the “Friend of the 
People” department of the Chicago 
Tribune; discussing younger gen- 
eration activities, he points to the 
softball contest awards of the 
Omaha World-Herald; educational- 
wise, he refers to the Des Moines 
Register and Tribune’s booklet en- 
titled “How to Use a Daily News- 
paper in the Public Schools.” 

To many a promotion man who 
has battled for a house ad to get 
into the paper, Mr. Dyar has strong 
words of comfort. Regarding house 
copy as filler, or using it to run any 


|} equipment, has placed its 
time, any place, is an error in judg-| 


be strong medicine for ailing linage, 
he testifies, and the stigma of “fil- 
ler” often prevents the copywriter 
from producing his best effort, 
which, Mr. Dyar_ says, is the 
worst result of all. Both the space 
and the selling value of a good ad- 
vertisement are thus lost. 

Mr. Dyar also discusses advertis- 
ing placed in the business papers of 
the journalistic - advertising - pub- 
lishing fields. The book is com- 
plete, easy to read and _ intensely 
practical. It is published by Har- 
per & Bros., and sells for $3.50. 


To McGivena & Co. 


Dowty Equipment Corporation, 
Long Island City, N. Y., aircraft 
account 


with L. E. McGivena & Co., New 
man-Review, Spokane, Wash., as As a newspaperman writing for| ment, he believes. Such copy can! York. 
a 


takes 


you th rough 


It’s your admission to the big- 
gest show in all business... the 
buying act of the American peo- 
ple. You go in the front way, 
down the wide aisle, to the best 
seats in the tent. No crawling, 
no chance of being thrown out. 
There you stay! Business is find- 
ing that advertising on Cham- 


pion paper is a most flexible 


and economical medium for the 


varying conditions in wartime 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 


selling. Champion today is furnishing large quantities of pulp 
for explosives, and business papers for Government. But its 
operations are so large that Champion’s three great mills can 


continue at the same time to serve industry and commerce. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . .. Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO ~ PHILADELPHIA - CLEVELAND - BOSTON + ST. LOUIS « CINCINNATI + ATLANTA 
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‘Sten in the 


Armed Forces 


director of ad- 
vertising of the 
Gruen Watch 
Company, Cin- 
cinnati, has re- 
ported for active 
duty as a lieu- 
tenant in the 
Navy. Before 
joining Gruen, 
Mr. Young di- 
rected advertis- 
ing for Arm- 
strong Cork 
Company. He | 
saw active service with the Marine | 


John P. Young, | 


| 


John P. Young 


Corps in World War I. 

Joseph W. Sabin, Midwest re- 
gional sales manager for Fleisch- 
mann Distilling Corporation, Chi- 
cago, has joined the aviation | 
intelligence division of the Army | 
with the rank of major. 

Robert A. Jarnagin, formerly | 
with the advertising department of 
Bankers Life Company, Des Moines, 
has been awarded a commission as | 
an ensign in the Navy and assigned | 
to the naval base on Treasure 
Island, Cal. 

Charles E. Wolff, instructor of. 
advertising in Austin Evening} 
Junior College, Chicago, and secre- | 
tary of the Chicago chapter of| 
Alpha Delta Sigma, has been called 
into active service with the Army. | 
He is a personnel interviewer at| 
Camp Grant, III. 

J. D. Dukes, secretary and treas-| 
urer of Sparrow Advertising | 
Agency, Birmingham, Ala., has 
been commissioned first lieutenant) 
in the Army Intelligence Division. 
His present assignment is with the) 
ordnance division at Childersburg, | 
Ala. 

Henry T. McLaughlin, who | 
headed his own agency in Roches-| 
ter, N. Y., has been commissioned 
a second lieutenant in the Aijr) 
Corps. His office has been closed. 

Capt. John Clayton has _ been, 
called to active duty with the Air| 
Corps. His wife will take over his | 
duties as space buyer of Weiss & | 
Geller, Chicago. Both of Capt. 
Clayton’s sons, Evan and Roderick, 
are either in or applying for Air 
Corps training. 

Luther Lyons Hill, executive 
vice-president of Iowa Broadcasting | 
Company, Des Moines, has been | 
commissioned a major in the Air 
Corps and will report April 27 to 
the air training center at Miami. 
Mr. Hill is general manager of KSO 
and KRNT, Des Moines, and 
WNAX, Yankton, S. D. He is a)! 
West Point graduate. 

Fletcher S. Udall, head of the San | 
Francisco agency bearing his name, 
has closed his business and will re-| 
port as a lieutenant in the Navy to | 
an Atlantic seaboard naval training 
center. His accounts will be handled 
by D’Evelyn & Wadsworth. 

David Donovan, in the advertising | 
department of Interchemical Cor- | 
poration, New York, has been com-| 
missioned an ensign in the Navy 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 


reached effectively by 
Southern New England's 
foremost station 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
r Cc ; rvic 


: WEED & COMPANY 
Detroit, ,' 


, San Francisco 


Capt. Harry Barsantee, supervisor 


been ordered to report to an offi- 

cers’ training school at Miami. 
Walter C. Pew, general manager 

and director of Sun Oil Company, 


| has been appointed a major in the) 


U. S. Army Ordnance Department, 


and procurement division of the 
Philadelphia ordnance district. 
Stuart Bernard, promotion man- 


|ager of Outdoor Life, New York, 
|has resigned to enlist in the Army 


Air Corps. 

Lieut. W. S. Mowat, space buyer 
of the Montreal office of J. Walter 
Thompson Company, will shortly 


and is now on active duty at the| leave to devote full time to the 79th 
naval air station, Jacksonville, Fla.| Light Anti-Aircraft Battery, RCA, 


now being mobilized for active 


of the news bureau of Travelers | service. 
Insurance Companies, Hartford, has | 


Warner Hall, sales service man- 
ager for Station WJZ and the Blue 
| Network’s spot sales, has left to join 
|the Army and will be temporarily 
| stationed at Camp Upton. 
Otto Brenner, publicity director 


|of the Midwest branch of the 


'and will be chief of the planning| American Red Cross, has joined the 


U. S. Coast Guard. 

Ray J. Biesmeyer, former presi- 
dent of the Chicago Junior Adver- 
tising Club, recently gave up his 
rating of chief storekeeper in the 
Navy in favor of being commis- 
sioned as an ensign. He left the 
Great Lakes, IIL, station this week 
for the West Coast, where he will 


enter an indoctrination school be- 


|U. S. Army. According to Malcolm 


fore being assigned to duties at sea| Muir, publisher, Mr. Phillips has 


or at some other naval station. 
Samuel Westheimer, partner of 

Westheimer & Co., left St. Louis 

for Jefferson Barracks this week. 


He will wear the khaki as a pri-| 


vate, and up to now has been a ser- 
geant in the State Guards. 

Howard O. Peterson, local sales 
manager of WOW, Omaha, has 
reported to the Army as a special- 
ists reserve public relations officer, 
with the rank of major. He has 
been with the station since 1935, as 
promotion manager and in his pres- 
ent position. 

Joseph B. Phillips, managing edi- 
tor of Newsweek, has been granted 
a leave of absence for the duration 
to take a major’s commission in the 


been advanced to the post of editor 
and will retain the title during his 
period of service in the armed 
| forces. Chet Shaw, who has been 
with Newsweek four years, most of 
| that time as assistant managing edi- 
| tor, will succeed Mr. Phillips. Mr. 
| Shaw was formerly on the staffs of 
|'the Kansas City Star, Associated 
| Press, New York Times and Chris- 
| tian Science Monitor. The new as- 
/sistant managing editor will be 
| Harding T. Mason, formerly execu- 
tive assistant, who has been wit! 
| Newsweek since its establishment: 
in 1933. 

Stewart S. Howe, president of! 
| Fraternity Magazines Associated 
|Inc., college fraternity magazine 


Hot on the trail, they asked the advertiser for a list of 


jewelry stores. From this were selected important stores 
in five cities— Detroit, Chicago, Rochester, Columbus, Minne- 
apolis. Each store mailed a questionnaire to 1000 of its cus- 
tomers. ThesS000 men and women polled were asked two 
questions: ‘‘What wéekly magazirie do you read?” “In which 
one of these do you pay most attentiom to the advertising?” 


Result of the inquiry: The Saturday Evening Post topped 

50 other magazines as the No. 1 choice! 48% of those re- 
porting said they read the Post. The vote on the second ques- 
tion? Again the Post came first! Was the mystery solved” !f 
most jewelry store customers read the Post and pay great«' 
attention to its advertising—shouldn’t the Post lead all other 
national weeklies in jewelry products advertising? 
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sroup, Evanston, IIl., has been com- | tenant Barton Cameron, recently at. 
missioned a lieutenant in the U. S.| Jefferson Barracks, and now taking | 


Naval Reserve, with the public re- 
ations staff of the Ninth Naval dis- 
‘riet, Great Lakes. 


Morrow Krum, director of pub- 


icity for Roche, Williams & Cun-| 


eyngham, Chicago and  Phila- 
elphia, has been commissioned as 

Major in the U. S. Army Air 
Corps and is now in service at 
Wichita, Kan. Mr. Krum served in 
the Air Corps in World War I, then 
worked on various aviation projects 

d as aviation editor for the Chi- 


a special course of training at one 
of the U. S. war colleges. 


Stearns Names Agency 


MacManus, John & Adams, Inc., 
| Detroit, has been named advertising 


counsel for Frederick Stearns & Co., | 


Detroit pharmaceutical manufac- 
turer. Maintenance of Stearns’ rep- 
'utation in the medical profession 
|}and expansion of its services are 
| the major aims of a campaign now 
| being prepared. 


cigo Tribune, prior to entering the 
agency business. Other Roche, Wil- 
liams & Cunnyngham executives to 
be called into service include Cap- 
tain Don Wilkins, U. S. Army Air} 
Corps at Wright Field, and Lieu- 


| Mari to Visual Facts 


Visual Facts, New York, has been 


|Mari, Ltd. Philadelphia lamp 
‘maker. 


| 


} 


appointed advertising consultant to | 


ADVERTISING AGE 


Cugat’s Cartoons 
Feature Copy for 
Tober-Saifer Shoes 


St. Louis, April 23.—Tober-Saifer | 
Shoe Company, which has_ used 
illustrations of movie stars with its 
Jolene shoe copy in national maga- 
zines for a number of years, adds a 


/ humorous touch in a gloomy year 


by using caricatures of the star 
along with the star’s picture. 


|sion—a Mexican miss with a big} 


19 
ing, from Tober-Saifer’s Hollywood | AT USO MEET 
branch. 
A typical tie-up is indicated by | ay 


the headline: “Xavier Cugat inter- 


prets the features of the stars, 
Jolene interprets the styles of the 
stars.” Illustration shows Lupe 


Velez, on one side suave and tur-| 
banned, on the other—Cugat’s ver-| 
hairbow, earrings and an equine 
amount of white teeth. 

Olian Advertising Company di- 
rects the account. 


‘ture are made available for fram- 


Beside the glamor picture of a 
Hollywood leading lady appears an 
impertinent cartoon by Xavier | 
Cugat, orchestra leader and erst- 
while cartoonist. Both the glamor- 
ous photograph and Cugat’s carica- 


Benson Joins L & T 


jradio staff of J. M. Mathes, 


| New York, as assistant to Carl Stan- 
ton, radio director. 


All that glitters is not sold (as W. Shakespeare could have 

said). Why not? Why does a woman rave about some silver 
patterns ...and ignore others? Why does a man go for a cer- 
tain watch...and pass up the rest? A first-class mystery. Our 
investigators in charge of jewelry mysteries thought they knew 
the answers. But they set out to prove them. A successful 
manufacturer of jewelry products was interviewed. 


@ Evidence testifies that the Post does! The Post received 
Q 42% of all jewelry products advertising revenue spent in 
the big 5 weekly magazines last year... almost twice as much 
a 3 of the other 4 combined! Wide reader-interest . . . close 
advertising attention. .. tremendous selling power... you get 
all three when you pick the Post. No wonder people say: ‘No 
other magazine offers us so much!” 


‘“‘Here’s the story,’’ he said. ‘‘Our success is based on making 
2 a fine product millions of people know even before they 
go into the stores. Both men and women buy jewelry. So we 
tell our story in magazines men and women read. To make 
doubly sure, we ask our customers which magazines they read 
and where they pay most attention to the advertising.” That 
gave our investigators an idea... 


Mitchell Benson, formerly on the | 
New | 
York, has joined Lord & Thomas, | 


Between sessions of the recent confer- 
ence at Washington, D. C., Harper Sib- 
ley, president of the United Service Or- 


ganizations, greets Henry T. Ewald, 
board chairman of Campbell-Ewald Co. 
The USO will conduct its 1942 war fund 

campaign for $32,000,000 from May I! 
to July 4. 


‘Post’ Nutrition 
Copy Totals Nine 
Pages for June 


New York, April 22.—The four 
June issues of The Saturday Eve- 
ning Post will devote a total of nine 
pages to the government’s national 
nutrition program, containing four 
messages by Paul V. McNutt, direc- 
tor of the Office of Defense Health 
and Welfare Services. Reprints of 
| these pages will be distributed by 
MecNutt’s office to 3,000 members of 
state nutrition committees for use 
in presenting the story to teachers, 
| women’s clubs and nutrition work- 
ers. 

According to the Post, requests 
for 50,000 tie-in display kits have 
already been received from grocers, 
chain stores and supermarkets in 
|} conjunction with its government- 
approved promotion. Among the 
companies tying-in with the pro- 
motion are Great Atlantic & Pacific 
Tea Company, First National Stores, 
| National Retailer-Owned Grocers, 
Steele-Wedeles Company, American 
Stores Company, Gristede Brothers, 
and Economy Grocery Stores Cor- 
poration. Representatives of the 
Post and other publications were on 
hand for last week’s one-city test 
of the nutrition drive in South 
Bend, Ind. (ApvertistInc Acer, April 
20.) 

A three-page spread in the June 
6 issue will introduce lesson No. 1, 
“Eat Milk and Eggs.” Lessons 
2, 3 and 4, entitled “Eat Fruit and 
Vegetables,” “Eat Meat, Poultry or 
Fish,” and “Eat Bread and Cereals” 
will be covered in two pages each 
of the June 13, 20 and 27 issues. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Leeds Named V. P. 


Herbert Leeds, formerly head of 
| Herbert R. Leeds & Co., New York, 
|has been named vice-president of 
Rodgers & Warren, New York. 


SPOT BROADCASTING 


| permits spot budgeting 
to fit each market's volume! 


NATIONAL STATION 
SOREPRESENTATIVES 
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Greyhound Reports - 
Traffic, Earnings 
Increase for 1941 


Chicago, April 22. — Reporting 
that Greyhound Corporation is pre- 
pared to play its part in the trans- 
portation of both soldiers and civil- 
ians during the war, C. E. Wickard, 
president, advised stockholders in 
the company’s annual report that 
net income for 1941 was $6,529,597 
compared with $4,748,309 in 1940. 

The past year saw an increase in 
revenue per bus mile, number of 


passengers and number of bus 
miles operated, though the last fig- 
ure was considerably influenced by 


|Greyhound’s acquisition of new 


routes. The number of passengers 
per bus rose from 18.3 in 1940 to 


| 
| 


20.1 in 1941. This is considered im-| 


portant because the operation cost 
of a bus is about the same, irrespec- 
tive of the number of passengers 
carried. 

Operating costs increased slightly 
from 22.1 cents per bus mile in 
1940 to 23.3 in 1941, due largely to 
advanced costs, wages and larger 
depreciation caused by increased 
cost of equipment. An offsetting 
factor was increased use of Diesel 
fuel, which averaged 7.03 miles per 
gallon compared with 4.89 for gaso- 
line. Approximately 24 per cent of 


the total mileage was operated by 
Diesel-powered buses compared 
with 8.2 per cent in the previous| 
year. 

Mr. Wickard said Greyhound is 
bending every effort to aid the gov- 
ernment in the war, and reported 
that service men received a prefer- 
ential rating, that defense plants 
and Army and Navy establishments 


|are regularly serviced, and that re- 


cently Pacific Greyhound Lines had 
entered into an agreement with the 
Navy Department to operate 300 
buses for employes of the Navy 
Yard at Mare Island, Cal. 


Takes Care of Tires 


Indicating the status of Grey- 
hound under present curtailed con- 
ditions, Mr. Wickard told stockhold- 


ers that the importance of the 
motorbus industry has been recog- 
nized by rationing authorities. He 
asserted that meticulous care in 
servicing tires had made the bus 
lines outstanding examples of eco- 
nomical use of rubber. “It is esti- 
mated,” he said, “that of the total 
consumption of crude rubber in 
1941 of 775,000 tons, and in 1940 of 
648,000 tons, less than 11,000 tons 
were used by city and _ inter-city 
buses annually.” 
Conde Nast Publications 

Net profit of $224,688 was re- 
ported for the year ended Dec. 31, 
1941, compared with $263,162 for 
1940. 
Gillette Safety Razor 

Net income for 1941 was $3,123,- 


7 Washington ts 


the nerve center of the nation 
—the nerve center of the civi 
lized world. And the decisions 
being made there today will 
affect our lives, industries and 


resources for years to come. 


These decisions are being 
made by the nation’s primary 
group of opinion moulders — 
the people to whom business 
must tell its story. Our sub 


scription files disclose that 


“Planning to be in Washington long, Mr. Bellew?” 


The New Yorker reaches these 
key people at the top—men in 
government's high places— 
OEM, WPB, OPA, Cabinet 
members and ranking officials, 
Congressmen, Army and Navy 


officers. 


Like thinking, articulate 
opinion moulders everywhere, 
they read The New Yorker for 
entertainment, amusement, 
information. The New Yorker 


puts them in a mood that no 


SELLS THE PEOPLE WHOSE IDEAS OTHER PEOPLE COPY 


other magazine can match—a 
mood that opens their minds 


to receive your message. 


The New Yorker has long 
been recognized as a proven 
medium for institutional ad 
vertising. Let us show you our 
analysis of institutional adver- 
tising, “Unexpected Advertis- 


ing.” 


THE 
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The drop in night-time radio listening 
for March, while daytime listening held 
steady with the same 1941 period, is 
shown in this chart prepared by the 
Cooperative Analysis of Broadcasting. 


1940. 


264 compared with $2,601,093 in 


Continental Oil Co. 

Earnings for the parent company 
and its subsidiaries were $15,398,082 
in 1941, compared with $4,317,65° 
in 1940. Refined products sales hi' 
a new high, paced by fuel oils 
which increased 50 per cent. A nev 
motor oil, “Conoco Nth,” was put on 
the market in June, 1941. Backed 
by extensive promotion it showed 
consistent monthly increases, rising 
to 96 per cent above the previous 
year’s sales in December. 


Philco Corporation 

Net income was $2,513,569 for 
1941, compared with $2,248,568 for 
1940. 


Life Savers Corp. 


Net profit was $1,030,498 com- 
pared with $1,016,876 in 1940. Sales 
for the company were up 21 pe 
cent over 1940, an increase of more 
than $1,000,000. 


American Sugar 

Net income for 1941, after pro- 
vision of $1,500,000 for war con- 
tingencies, was $3,917,513: 


Socony-Vacuum 

Earnings for 1941 were $43,175- J 4s 
092 compared with $36,409,055 in 
1940. _ 


Reynolds Metals Co. “4 
Net income for 1941 was $2.867,- sio 
674 compared with $2,428,277 in 


1940. & | 
: I 

Pet Milk Company an 
Net profit for 1941 was $255,694 = 
ibaiealae tien 

Klauber Leaves BMI Post Met 
Edward Klauber, recently  pro- tion 
moted by Columbia Broadcasting Flo 
System from executive vice-presi- Sin 
dent to chairman of the executive _ 
committee, has resigned from the “_ 
board of directors of Broadcast Mey 


Music, Inc. He will be succeeded 
on the BMI board by Nefford R 
Runyon, CBS vice-president. 
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Outstanding regional or local cam-j|pany. Honorable mention—Portland Ce- Educational exhibit by national ial 
paign: first award—regional—Standard | ment Association | vVertiser: first award—Sears, Roebuck & | Now Graphic Arts Assn. 
Oil Company of Indiana, McCann-Erick- Special Awards Division. Four-color| Co. (“Evolution of The Home’). | After 53 years under the old ban- 


-_ Inc., tsa : ce _— = gy an gag by artist: first -—* Jos. | nPeecia! pyaasetion : ~~ AA - e Se | } —_ the Philadelphia Typothetae 
*ixley & Ehlers, Sale N. ask Ad- | Se L ; ; y i Me, tha} onora ble entlo e ; its ‘ 
* 8 . —— SS ee Se SN ee ES, SO | ee vane Products Company, | has decided to change its name to 
vertising Agency Advertising Company, Ben Stahl, artist. | "4Uonal Cellucotton Products Company, Graphic Arts Associati f Phik 
ver AY ins Outstanding regional or local poster: | Honorable mention—Hart, Schaffner & | Lord & Thomas, agency arapnic ris Association 0 lan 
first award — regional — Standard Oil) Marx, Taylor Poore, artist Display: first award—John R. Thomp- | delphia, considered to be more typ- 
Company of Indiana, McCann-Erickson, Black and white photograph: first | 50" Company, for three-dimension dis- ical of the interests of the group. 


(| b A o| d agency; first award—local—Pixley &| award—Fairbanks, Morse & Co.. Henri, plays renner og My om age we tor ned & a 
Ehlers, Salem N. faskin Advertising| Hurst & McDonald, Inc., agency, Kar] / ‘0 Preduced by 3 agill, Weinsheimer & " ad 
u (C a es Agency Oeser of Sarra, Inc., photographer. Hon- Co . To Mid-South Dailies 
Direct Mail Division. Outstanding di-|orable mention—Abbott Laboratories, The awards were picked from a| 


; : ‘6 ADI The Post-Athenian, Athens, Tenn. 
. rect mail series: first award—United| Edward Rinker of Whitaker-Christian-| total of some 800 entries, by an : rod - ay 
Outstanding | 94 | Effort States Savings and Loan League, pro- . Ss 7 and the Daily, Decatur, Ala.. will 


son Studios, Inc yhotographe awuarde « : . a 1 - > , : 
. duced by R. R. Donnelley & Sons Com- Sven] nischaane 1 % award awards committee of 35, headed by be represented nationally by Mid- 
Honored in Annual pany. Honorable mentions—Portland Swift & Co., J. Walter Thompson Com- J. R. Norris, Western manager of South Dailies Memphis, after 
*,;° Cement Association and Standard Rate pany, agency, A. George Miller, Ine.,) American Magazine. May 1. 
Competition & Data Service. photographer Honorable mention ‘ a ne 
Outstanding single direct mail piece: United Air Lines, E. D. MeGlone, dis- P , 
(Picture on Page 35) first award— Wohl Shoe Company, | play director. Joins N. W. Ayer Meyer in New Post 
Roche, Williams & Cunnyngham, agency Special Promotions: salesman’'s port- Henry Belleville. formerly a re Harry Mever has bee ‘ 
hicago, April 23.—Half a hun- Honorable mentions—Collins, Miller & folio, first award—Brink’s, Ine., George sorter o the Philadelph ; “E ont antes Ss ay go~ — ~ 
dred awards for outstanding adver- Hutchings, Inec., and Marshall Field & H. Hartman Company, agency porter on the tla e phia Eve- | pointed sales manager of the newly 
red ¢ . Co Special mail order promotion: first, "ing Public Ledger, has joined the | created maintenance sales depart- 
tising produced by Chicago adver- Outstanding Direct Mail Catalog: first) award—Sears, Roebuck & Co. (“Meet | Public relations staff of N. W. Ayer’ ment of Westinghouse Electric & 
tising talent during 1941 were pre- | award—Stephens-Adamson Mfg. Com- |The Bosses") & Son, Philadelphia. Mfg. Company, Pittsburgh. 


sented here today at a meeting of 
the Chicago Federated Advertising | 


Club which marked the culmina- | re 
4 tion of the club’s third annual com- ih ae La. 
} petition. 

J 


Awards were presented to the 
following: 


\ spaper Division. Outstanding na- 


) re Lo a ie fae lb 
‘3 3. Bi St maa RAN ae Oe 


tional campaign: first award—Pillsbury | a : a. As er RES 
Flour Mills Company; agency, McCann- | ; ’ 
Erickson, Ine Honorable mentions— | 
n Rit Products Corporation, Earle Ludgin, 
Inc agency, and The Chicago Daily 
News, Chadwick & Harriman, agency. | 
Outstanding local campaign: first | 
' award—Carson Pirie Scott & Co. Honor- 
Ly ab mentions—Marshall Field & Co.; 
39 Chicago Tithe & Trust Company, Earle 
. Ludgin, Ine., agency. | 
») Special award: Community Fund of 
lit Chicago, Inec., campaign produced by 
Is Montgomery Ward retail sales depart- 
. ment. 
' Outstanding local advertisement: first 
on ; award—Marshall Field & Co, | 
ed Radio Division, Outstanding network 
ed » program daytime: first award—Procter 
' » & Gamble Company, for “Vic and Sade.” 
ng : Evening first award—Campana Sales 
yus : Company for “First Nighter,” Aubrey, 
S Moore & Wallace, Inc., agency. 
Outstanding Local Program, Daytime: 
first award Morris B, Sachs for 
f Sachs’ Amateur Hour.” Evening: first 
for » award—The Northern Trust Company 
for S for “The Northerners,” J. Walter 
; Thompson Company, agency 
Public Service Radio Program: spe- 
B cial award—William Drips, director of 
™ public service programs of the Central 
9mM- : Div on of The Blue Network Company 
ales § for “National Farm and Home Hour.” 


> National Magazine Division Out. | —— 
per J 


“> 
; standing Campaign: first award—Amer- 
ire f ican Meat Institute, Leo Burnett Com- |} |g 
- pa agency Honorable mentions } y 
Stewart Warner Corporation, MacFar- | wi 8 "ss — 
' land Aveyvard & Co., agency; Cutler- 
B STammers Tae, “inkiaster-Drew, “Ine See) oo” 
pro - _ —— —— : 


con- z ( ding Advertisement first 
,' iward—SsS. C. Johnson & Son, Ine Need- 
ham, Louis & Brorby, ageney Honor- 
il mention—Minnesota Valley Can- 
ning Company, Leo Burnett Company, | 
17 ¥ wwency 
5 - Trade Publications Division Out- 
i rs Standing campaign first award—Swift ] 
& Co, J. Walter Thompson Company, 
wencs Honorable mention—MeGraw ' 
Electric Company (Toastmaster Divi 
86) .- sion), Karle Ludgin, Inc., ageney y 
“ ‘ Outstanding advertisement first J ; y d 
ja in iwward—The Pullman Company, Young : 4 - ; J : 4 . 
& Rubicam, agency 
Industrial Publications Outstanding 
ampaign first award—Portland Ce- 
5 694 met t Association, Roche, Williams & 
da Cunnyngham, agency Honorable men- ’ ‘ : 7 j i 
oa—Standard Oll Company of Indians OWA Farm Income for 1941 far exceeded all estimates and finally 
ost Met inn-Erickson, agency 
( fdoor oi ; s : Tw ; 
| Outdoor Division. Outstanding na- eached the staggering total of $919,515,000, ‘Two Hundred 
pro- ae campaign first award—dAllied 
acting Orists Associatio repare 4 ‘ opr . ‘ . ‘ ‘ , Tear } a r ° 
‘oresk a Simpron, General Outdoor Adv. Com Million Dollars more than 1940, more than any year since World 
* esl- . ' ert on d . o - 7 : 
a0 tte pany r ‘ y y 1 f ad 
ae Outstanding national poster: first War LI. And now comes World War IL with demands for “Food 
m ' Ward —J Schlitz Brewin . 
ee é Jos, S« 2 x Company, ‘ r * "eS i , kf ‘ar , ‘or : 
acca TE Medonin Aavetiene Con eae and More Food”. Present estimate of Lowa Farm Income for 1942, 
cecde ; “I: 
ord R more than a Billion Dollars. 
. 
More important, however, to those who have merchandise to sell 
— 


7 than the dollars Lowa Farmers take in, is what those dollars will buy. 


Purchasing power in Lowa and the Corn Country has been spiraling 


COLLINS ea 
MILLER g lowa:s Finest Frequency 


upward, is far above the boom vear of 1929. 


Yes, the Lowa Farmer is a most promising prospect now if you're 


. interested in selling merchandise. But to reach him requires Wide 
HUTCHINGS Gives you interested in sl > reach 


that's where WM'T comes in. With the Finest Fre- 


.E INC the greatest daytime coverage of * quency in Lowa, 600 on the dial, it has by far the greatest daytime 
, 7 any Station in Iowa, regardless , coverage of any station in Lowa, irrespective of power, and the rates 
/ of power. j are not 50,000 watt rates, but 5,000 watt rates, lowest per farm family 


fs 


in the State. You can reach these prosperous farmers in Lowa and 
the Corn Country economically by using WMT, “The Voice of 


lowa’, now. The formula is Sales Power, not just power. 
Photo-engravers in Chicago 


207 North Michigan Avenue 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day and Night « 600 K.C. 


A COWLES STATION 
WATERLOO 


Represented by the Katz Agency 
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ADVERTISING AGE 


April 27, 1942 


Speeds Goodyear 
Aircraft Work 


Akron, O., April 22.—Like the 
“V" campaign or the defiant} 
“thumbs up” of the British, the! 
numeral “8” has definite meaning | 
for the workers and management of | 
Goodyear Aijircraft Corporation, | 
thanks to a hard-hitting promo-| 
tional drive. Taking its text from | 
Donald M. Nelson’s grim forecast) 
that the United States would need | 
an airplane every eight minutes to | 
wage successful war, the campaign | 
used an eight-ball as its symbol. | 


First blow of the drive was a =: _ 
received by Goodyear) ~---~- 


postcard 


NEW GOAL 


~~ 


ey te 


workers at their homes, bearing) =—~-"~ 


only the eight-ball and a red ques- 
tion mark. The next day, teaser 
ads like “It will win the war!” 
an eight-ball appeared 
newspapers (ADVERTISING AGE, April | 
20). From that point, 
swung into full stride. Twenty-| 
four-sheet posters sprouted the “8,” 
car cards carried it, huge banners | 
bearing the eight-ball were sus- 
pended in many places, a series of | 


teaser spots in Akron stations! the plant down an avenue of flags | 


and: “an 
in Akron) °2)— 


AIRCRAFT 


promotion | This newspaper ad was part of the cam- 


paign undertaken by Goodyear Aircraft 


Corp. 


recently to combine employe- 


management efforts to put the Axis 


“behind the eight-ball.” 


played announcements keyed to the) and eight-balls. 


“8” theme, and workers walked into | 


tion, a company publication broke | 


Akron newspapers carried full ac- 


walks an “Uncle Sam” 


rings every eight minutes. To 
encourage employe 
cash awards are offered for sugges- 
tions leading to production speed- 
ups. One sign said, “War planes to 
put Hitler and Hirohito back behind 


the eight-ball.”” Other aircraft com- 


/panies are said to be eyeing the 


plan for possible adaptation and it 
may be used for a national cam- 
/paign to boost the speed of plane 
| production. 


Ohio State Schedules 
War Ad Conference 


Ohio State University, Columbus, 
will conduct an advertising and 
sales promotion conference April 30 
and May 1, under sponsorship of 
the university’s College of Com- 
merce and Administration. Dr. 
'Kenneth Dameron, professor of ad- 
| vertising, will direct the meeting. 
| Among those scheduled to speak 
‘are A. O. Buckingham, vice-presi- 
ident of Cluett Peabody & Co., New 
| York; L. M. Clark, Clark Surveys, 
|New York; Marion Harper, Mc- 
|Cann - Erickson, New York; Mark 
Wiseman, Young & Rubicam, New 
York, and Stanton Meyer, Meyer- 


After four days of such promo-| Both Company, Chicago. 


| bet 
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THE PICTURE MIRROR 
OF MIDDLE-INCOME AMERICA 


A magazine for families . . . that’s the NEW CLICK! 


But, for which families? Frankly, not that of the town 
banker... but of his depositors; not that of the mill-owner 
... but of the people who work for him. 


CLICK gets down and digs in the garden. It cooks, it 
cleans, it shops. It visits the boys in service and goes to 
Washington, South America and the Far East . . . BUT, it 
takes time out for the movies and baseball. 


The new CLICK reflects the interests and activities of 
Middle-income America ... the people who are all- 
important as consumers and citizens. Its present audience 
is vast... its potential is those 5 out of 6 American 
families who have not yet found their picture magazine. 


CLICK 


THE DIRECT ROUTE TO MIDDLE-INCOME AMERIC 


HARRY HAYDEN, ADVERTISING MANAGER 


73) PLYMOUTH COURT, CHICAGO 


- 


“Offices of Advertising Representatives 


551 FIFTH AMEN NEW YORK CITY 


DUNCAN A. SCO 


£°CO., SAN FRANCISCO 


LOS ANGELES 


sleeves, bearing a bell which he} 


participation, | 


the story behind the eight-ball, and. 


counts. Over the plant, every shift, | Food Chains 
in shirt-| 


SALES OF CHAIN STORES 


r ———March—————. % Gain -— lst 3 Mo.——— % Gain 
1942 1941 or Loss 1942 1941 or Loss 
SO” aaa $ 3,910,884 $ 2,757,417 +41.8 $ 11,786,600 $ 8,045,597 +465 
tKroger Groc. & 
mem, OG. cccee Biaeetee 22,034,912 + 24.3 80,091,492 62,976,701 + 27.2 
tNational Tea. 7,286,834 5,226,798 + 39.4 21,226,661 14,803,224 +4.4 
tSafeway 45,239,768 35,078,152 + 28.9 135,524,477 102,352,794 +324 
Group Total......$ $3,822,202 §$ 65,097,279 +28.8 $248,629,230 $188,178,316 #321 
Mail Order 
tSears, Roebuck..$ 76,038,022 $ 66,381,135 +14.5 $137,708,985 $116,372,664 +153 
DE. useebeses 4,602,138 4,825,496 —4.6 10,672,555 10,889,254 —i9 
tMontgomery 
Ward 55,856,457 44,484,704 +25 93,825,352 78,325,264 +158 
Group Total..... $136,496,617 $115,691,335 +18.0 242,206,892 $205,587,182 +178 
Drug Chains 
... , SCPE erer., 756,892 $ 720,282 +5.1 $ 4,608,155 $ 4,448,030 +58 
Walgreen .. ° 7,527,396 6,933,849 + 8.6 22,265,767 19,739,089 +12.8 
Group Total...... $ 8,284,288 $ 7,654,131 +8.2 § 26,873,922 §$ 24,187,119 +111 
Variety and Miscellaneous 
Bond Stores ....$ 6,782,217 $ 3,377,977 +100.8 $ 16,034,585 $ 7,768,420 +104 
Butler Bros. 10,253,878 7,229,996 + 41.8 27,027,087 20,133,204 + 34.2 
a. Colonial Stores, 
Rk. sathawene eee 6,886,157 5,182,425 +32.8 17,294,680 12,822,057 +34.9 
Consolidated Re- 

tail Stores .... 1,417,988 1,057,732 + 34.0 3,492,471 2,562,103 +35.3 
Edison Bros, .... 4,117,680 2,751,007 + 49.6 8,965,597 6,163,320 +44 
Fishman, M,. H... 369,196 320,959 + 15.0 1,011,592 844,631 +15.5 
eee, WW. Beaces 10,469,845 8,439,584 + 24.0 27,869,122 21,865,607 +2°>4 
tGreen, H. L.... 4,298,426 3,546,231 + 21.2 7,813,453 6,542,280 +15.4 
tInterstate Dept. 

Stores, Inc. 2,937,744 2,261,488 + 29.9 4,921,111 3,868,845 +27.2 
Kresge, 8. S..... 14,065,256 12,256,305 + 14.7 39,295,185 33,089,951 + 154.7 
Kress, 8S. H. .... 8,502,970 7,156,332 + 18.8 22,979,310 19,298,660 +191 
Lane Bryant, Ine. 2,153,855 1,441,778 + 49.4 5,489,417 3,566,320 +619 
Pe. sicoceone 4,911,025 3,370,590 + 45.7 8,167,662 5,771,903 +415 
MoCrory .....:. 4,372,502 3,690,879 18.5 11,930,614 9,841,045 +21.2 
tMcLellan Stores. 1,981,573 1,753,797 +13.0 3,668,706 3,220,182 +13.9 
Murphy, G. C... 5,090,630 4,020,829 26.6 14,363,470 11,030,724 +30.2 
Neisner Bros. 2,075,714 1,674,707 + 23.9 5,621,556 4,316,550 + 30.2 
Newberry, J. J... 4,987,794 4,206,953 + 18.5 13,888,151 11,433,018 +214 
Penney, J. C..... 32,347,867 22,772,828 + 42.0 88,361,603 61,396,640 +439 
Western Auto.... 5,576,000 4,124,000 + 35.2 14,943,000 11,309,000 +21 
Woolworth, F. W. 30,266,063 26,436,274 +14.4 86,077,190 72,110,930 +19.3 
tKennedy's, Inc.. 1,071,019 569,548 + 88.0 1,618,828 984,274 +644 
Melville Shoe Corp. 4,349,053 3,084,875 + 40.9 10,520,492 7,367,803 + 42.7 
Rose’s 5, 10, & 25c 

PE: wed pawen 568,473 506,915 +12.1 1,614,076 1,318,852 + 22.4 
Group Total ..$169,852,925 $131,234,009 + 29.4 $442,968,958 $338,626,319 + 30.8 
Combined Total. .$398,456,032 $319,676,754 +24.6 $960,679,002 $756,578,936 +27.0 


+Four weeks and 12 weeks. 
tTwo Month period. 

*Six month period. 

a. Five week; thirteen week 


Stewart-Warner Eveready Blackout 
Drive Cites Role of Copy Expanded to 
‘Unarmed Forces’ June Magazines 


Chicago, April 22. — Dramatizing New York, April 22. — Following 
the role played by the civili’n in| the recent appearance of Eveready 
modern warfare, Stewart-Warner | newspaper copy explaining how to 
Corporation started a campaign this| use a flashlight during a blackout, 
week showing how the “unarmed! National Carbon Company will in- 
forces” can work for victory. Citing| sert similar copy in June issues of 
the need for conservation by civil-| 12 magazines. 
ians of the many appliances which! The one-time newspaper ads co- 


probably will be unavailable for the 
duration, copy presents 
conservation methods. 
Because the copy talks frankly 
about the war, Stewart-Warner’s 
war work (one 


out, either through company or 
federal censorship), and the con- 
servation each housewife must per- 
form in her own kitchen, the com- 
pany took the precaution of sub- 
mitting the entire campaign to the 
Office of Censorship for approval 


_ before using it. 


| solely 
| P . 
American victory. 
,to grind... 


An institutional angle is supplied 
by the footnote on each advertise- 
ment: “This message is published 
by Stewart-Warner Corporation 
in the interest of speeding 
We have no ax 


our machines have 


| been converted to the making of 
| essential materials for war and war 


| production. 


We look forward to 
the day when we may serve civilian 
needs again. How 
upon how 
well we all do our job now. There 
must be no let-up short of victory.” 
The first two advertisements of 
the campaign appear in the April 
25 issues of Collier’s and The Satur- 
day Evening Post. MacFarland, 
Aveyard & Co. is the agency. 


Del Cardayre to L & T 


John del Cardayre, formerly copy 
chief and account executive of Leon 
Livingston Advertising Agency, 


| San Francisco, has joined the crea- 


| tive staff of Lord & Thomas, New| tising Federation of America 


York. 


practical | 


advertisement | 
shows portions of the copy blotted | 


soon that will | 
| be—if ever—depends 


incided with a series of test black- 
outs conducted throughout New 
| England, and 25 papers covering 18 
cities were used. Additional news- 
paper insertions will tie in with 
blackout tests in other areas as 
well. 

Although the complete magazine 
list has not yet been decided upon, 
it is known that The American 
Magazine, Life and The Saturday 
Evening Post will be included. A\l- 
though it carries the Eveready sig- 
nature, copy does not specifically 
promote National Carbon’s own 
brand of flashlight. Instructions are 
given for shielding a flashlight with 
newspaper or cellophane and the 
public is warned not to use an un- 
shielded flashlight when outdoors. 
J. M. Mathes is the agency. 


Chain Changes Name 


Stockholders of Union Premier 
Food Stores have voted at their 
annual meeting to change the name 
of the supermarket chain to Food 
Fair Stores, Inc. 


Joins Roy Durstine 

David R. Margaretten, formerly 
| production and traffic manager 0 
'Geyer, Cornell & Newell, New 
York, has joined Roy S. Durstine IP 
a similar capacity. 


To Serve on AFA Board 


Dorothy Shaver, first vice-)resi- 
dent of Lord & Taylor, New York, 
has been appointed a memt 0 
the board of directors of the Acver- 
New 
‘ York. 
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“| THIS FRIDAY « SATURDAY Mile, HOTEL BHERMAN, < 


“| Don’t miss this opportunity to hear, meet and 


\ 


af 


, 


| work with these toh advertising and selling 


executives who will appear on this program! 


A. C. NIELSEN 
President, A. C. Nielsen Co. 


LEO BURNETT 
President, Leo Burnett Co. 


L. EDWARD SCRIVEN 
Chief of the Bureau of Field Organization, 
War Production Boord 


GRAHAM HUTTON 
Head of the British Press Association, 
former Editor, The London Economist 


JAMES W. IRWIN 
Assistant to the President, 
Monsanto Chemical Co. 


DR. LYNDON BROWN 
Vice-President in Chorge of Research, 
lord & Thomas 


HAROLD CRARY 
Vice President, United Air Lines 


A. C. SEYFARTH 
Advertising Manager, 
International Harvester Co. 


GEORGE A. KELLY 
Vice President, The Pullman Company 


R. M. WINSBOROUGH 

Advertising Manager, Midwest Utilities 
W. HOWARD CHASE 
Director of Public Services, General Mills Inc. 


E. THROCKMORTON 
Director of Sales Promotion, 
Container Corporation of America 


JOHN FENN 


Sales Manager, Continental Can Co. 


E. R. RICHER 
Vice President, Hart Schaffner & Marx 


L. E. MEYER 


Advertising Manager, International 
Cellucotton Products Co. 


VERNON D. BEATTY 
Advertising Manager, Swift & Co. 


1. PAT CALLAHAN 
Supervisor of Containers, 
Monsanto Chemical Co. 


CHARLES SWEET 
Assistant Advertising Director, 
Cappers Publications 


GEORGE D. CRAIN, JR. 
Publisher, Advertising Age 


J. L. VAN VOLKENBURG 
Vice President, 
Columbia Broadcasting System, Inc. 


CLYDE BEDELL 
Advertising Director, The Fair, Chicago 
(Chairman of last year's CFAC Postgraduate 
Conference on Advertising Thot Sells) 


M. SEKLEMIAN 
Retail Advertising Manager, 
Montgomery Ward & Co. 


C. H. LILIENFELD 
Advertising Manager, National Tea Co. 


JOSEPH STRECKER 
District Manager, Appliance Sales, 
General Electric Co. 


JOHN M. RODGER 
Vice President, McGraw-Hill Publishing Co. 


WALTER RAITHEL 
Sales Manager, Western Foundries, Inc. 


T. K. ALMROTH 


Advertising Manager, Owens-illinois Glass Co. 


H. W. CLEMENTS 
General Manager, Chicago Office, 
Bemis Bro. Bag Co. 


HOMER J. BUCKLEY 
President, Buckley, Dement & Company 


ELON G. BORTON 


Director of Advertising, 
LaSalle Extension University 


FRANCIS PRATT 
General Circulation Manager, Time Inc. 


ROBERT STONE 
Director of Sales, 


The American Bandage Co. 


W. T. MORGAN 
Vice President, R. L. Polk & Co. 


RUSSELL B. KERN 
link Belt Co., Editor, Link Belt News 


LARRY FOSTER 
Assistant Advertising Manager, 
The Hub, Chicago 


H. F. CARROLL 


Buyer, Farm Implements, 
Montgomery Ward & Co. 


E. E. ROTHMAN 
Advertising Manager, Farm Division, 
Ethy! Corp. 
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We stress the word conference... 


’ "and we particularly refer back to the phrase "WORKING 


CONFERENCE” used above. 


- This is NOT a convention in any sense of the word. 


There will be no banquets; there will be no cocktail 
parties; there will be no receptions .. . no hokum.. . 
no dances. There will be nothing but work, meetings, 
questions, answers . . . and we hope solutions for the 
many problems that we are all faced with today. 


There will be Two Major Luncheon - 


Sessions —and Specialized Clinics on: 


MARKET ANALYSIS 
MEDIA 

RETAILING 

HEAVY INDUSTRY 


PACKAGING 
DIRECT MAIL 
PUBLIC RELATIONS 
FARM MARKETS 


Each clinic panel will be composed of one co-ordinator 
and three or four experts. 


Each co-ordinator will act in the capacity of a discussion 
leader after the experts have presented a ten or fifteen 
minute talk on the subjects with which they are most 
familiar. Each co-ordinator will also give a summary of 
the clinic he supervised at the end of each day's session. 


MAIL YOUR RESERVATION TODAY 
Attendance will definitely be limited by the size of our 
meeting rooms. Reservations will not be accepted for a 
larger number than can be handled satisfactorily. 


THE COMPLETE COST FOR THE ENTIRE TWO DAYS 
IS $10 per person (exclusive of your luncheons). Cer- 
tainly $10 is little enough for an opportunity to listen 
to and work with such a phenomenal group of talent! 


CHICAGO FEDERATED ADVERTISING CLUB 
Room 340, Hotel Sherman + Chicago, Illinois 
Gentlemen: 


Please register me for the May 1-2 Wartime Conference. 
My check for $10 is enclosed. 


: 


Individual Title 
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West Coast Trade 


Hums as Payrolls 
Hit High Point 


War Helps More 
Than It Hurts Business, 
Californians Aver 


By WM. KRAUCH 


Los’ Angeles, April 22.—The huge 
sprawling metropolis of Los An- 
geles was about to experience its 
first air raid. That was the story 
which flashed around the world, 
which served further to give the 
rest of the Unitel States the impres- 
sion that Southern California was 
under martial law—that traffic was 
ruled off the highways—that radio 
stations were not operating—that 


| business had 


literally come to a 
standstill. 

Thus at 3:20 o’clock on the crisp 
morning of Feb. 25 did Los An- 
geles experience the first firing of 
anti-aircraft guns at unidentified 


|objects in the crystal clear sky. If 


it wasn’t an air raid, it at least had 
all the earmarks of being genuine. 

Did this affect business in Los 
Angeles and surrounding cities? Of 
course. But business is a long way 
from being dead out here. Today, 
approximately six weeks later, 
Southern California has pulled out 
the yardstick and taken another 
check on what effect the war and 
its kindred developments have had 
on this area. 

Business Going Ahead 

So far as business is concerned it 
certainly isn’t discouraging. Busi- 
ness men with merchandise to sell 
merely have to look at those stead- 
ily growing defense contracts, the 
constant migration of new workers, 
the ever-increasing payrolls and 
spendable incomes to realize that 


Bouquets from 


British Columbia 


GEORGIA 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANS, 


50,000 watts - - clear channel 


Thousands of miles from the Crescent City, our fan mail 


attests, thousands of listeners 


channel voice of W W L regularly. 


you, of course. 


tune in the 50.000-watt clear- 


Its plus advertising for 


But undisputed dominance in the entire trade territory of the 


South’s largest city is the real payoff in profits when you use 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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this area is literally in the midst of 
boom times. And the business man 
isn’t just basing his opinions on the 
pennies, nickels, dimes and dollars 
that pour into the cash register. He 
has hard, cold facts to back him up. 
If you care for figures and want 
proof, take a look at the following: 

Department and apparel store 
sales were up 24 per cent for the 
week ending March 21 over the 
same week in 1941, according to 
Federal Reserve district figures. 
During March, Los Angeles bank 
debits rose to the highest point ever 
recorded for this month. Pacific 
Coast bank depositors wrote checks 
for more money in March than in 
any single month since December, 
1929. The Federal Reserve Bank in 
San Francisco reported that checks 
cashed totaled $4,271,637,000. The 
Los Angeles business index, com- 
piled by the Chamber of Com- 
merce, also reached an _ all-time 
high at 130.2. New homes continue 
to rise at a tremendous rate. The 
Southern California district FHA 
office reported $1,500,000 worth of 
home mortgages, numbering 371, 
presented during the week ending 
March 13. 


Huge Employment Gains 


And what is causing this boom? 
The accumulative dollar value of 
prime defense contracts issued by 
the War Department from June 1, 
1940 to Sept. 30, 1941 was $1,078,- 
000,000 for Los Angeles County 
alone. Still later figures which are 
not broken down to areas show that 
from June 1940 to January 1942 the 


state of California received prime 
supply contracts and facility pro- 
jects from the Army, Navy and 


Maritime Commission totaling $4,- 
233,939,000. The nextlargest 
amount, $2,845,978,000, went to New 
York State. 

The number of defense workers 
continues to grow in Southern Cali- 
fornia. In 1939 about 13,000 men 
were working in Southern Cali- 


fornia aircraft factories; now there! 


are about 130,000, plus San Diego’s 


30,000 workers and an expectancy | 


of 50,000 by summer. In 1939 there 

was practically no ship building, 

while today 30,000 are employed. 

Other defense industries are em- 

ploying another 70,000. And virtu- 

ally all of these are new industries 
. not converted industries. 

It is estimated that the population 
of this area has increased 370,000 in 
the past two years. The number of 
families in the Los Angeles County 
1940 census was 893,931, and now it 
is estimated at 940,000. 


Public “Buying Mad” 


All this has given Los Angeles 
consumers their greatest buying 
power in history. The repercussions 
are having a peculiar effect on some 
advertising media because the 
money is in the hands of spenders 
who apparently need little encour- 
agement. However, department 
stores and other retail establish- 
ments have maintained a constant 
advertising schedule either parallel 
to or littl below last year’s. 
Where the figure is less it can be 
traced to inability to obtain mer- 
chandise. A great deal of depart- 
ment store space is being devoted to 
institutional copy and it is expected 
that more and more will be utilized 
for this purpose. 

Of the three media, newspaper, 
outdoor and radio, the latter seems 
to have come through with the least 
war scars Local stations report 
business as good as, or better than 
before Dec. 7. One local outlet re- 
ports business up 22 per cent for 
March compared with last year. 


The loss of radio time due to 
blackout periods has been amaz- 
ingly small. During the first two 
weeks after Pearl Harbor, two or 
three blackouts were held in the 
Southern California area. Since 


then, they have been almost negli- 
gible and those that were called fell 
at a time which affected only the 
all-night stations in most cases. 
During February, March and April 
radio has been affected by only five 
blackout periods, Feb. 23 and 25, 
March 11, and April 8 and 17 with 
a total of fourteen hours lost and 
| only half of those during the impor- 
tant evening hours. 

Very little revenue has been lost 
due to cancellations, and such losses 


‘ 


MORALE. 


is mightier than the sword! © 


Tet AMER CAM MOTIOM PICTURE ImOUSTET 
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Donahue & Coe, New York agency, paid 
for and placed this copy in the New 
York Times as a one-time shot. Reaction 
of movie exhibitors will determine future 
plans for possible follow-up copy on 
behalf of the motion picture industry. 


have been more than made up in 
new business. 


CBS Business Up 


The following figures from the 
Columbia Pacific Network further 
indicate the increase in network 
business. Taking the week starting 
Dec. 28, 1941 as 100 per cent, the 
week of March 22-28 rates 115. But 
those figures don’t tell the whole 
story. For during these three 
months, 22 per cent of the business 
running at the beginning of the 
year was 
seasonal campaigns like Smith 
Brothers and Luden’s coming to an 
end, or for other reasons. Thus, 32 
per cent of CBS Coast network 
current business started since the 
beginning of the year. 

With metropolitan dailies report- 
ing circulation up 20,000 to 40,000, 
only one newspaper, the Daily 
News, showed greater advertising 
linage for March than last year. All 
others were down approximately 6 
per cent, with general advertising 
off more than retail. The news- 
papers attribute a great deal of this 
loss to retailers’ inability to set up 
basic campaigns. Advertising went 
“haywire” when consumers, earn- 
ing more than ever in history, set 
phenomenal buying records in Jan- 
uary and February. Although the 
retailer advertised, he made no 
effort to advertise in proportion to 
income because the consumer was 
literally “buying mad.” 

This unusual condition is gradu- 
ally leveling off, which encourages 


discontinued because of, 
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the newspapers to look for better 


planning and a return to normal 
in the future. One example of the 
unusual conditions in newspaper 
advertising is the report of a news- 
paper in Pasadena that national ad- 
vertising is off 50 per cent wh 


@ 


|local advertising is up 20 per cent 


Outdoor Solving Problems 


Outdoor advertising is faced w th 
the problem of convincing advert s- 
ers that outdoor circulation is ho! - 
ing, and that circulation lost throuzh 
less use of automobiles is more 
than compensated for by the thou- 


‘sands of new arrivals in the arva, 


Thus far revenue is 
well. 

Paint jobs and 24-sheets prove; 
problem during the early blackoi 
but this problem is slowly bei 
whipped. All illuminated 24-shect 
in Santa Barbara and San Diego ; 
again being lighted nightly. In th 
Los Angeles area, all illuminate 
bulletins are restored and nearly 
the 24-sheets are back in servi 
The blackout difficulties have bee 
overcome by hiring a patrol serv c 
which turns off each board manu- 
ally during a blackout. 

Local agencies with clients not 
affected too greatly by priorities «re 
exceedingly well off in the boom 
market. National advertisers look 
upon the situation about the sarne 
as after Pearl Harbor. All are con- 
tinuing campaigns except where if- 
fected by priorities. Some adjust- 
ments are naturally being made. 


Tourist Trade Hit 


holding ip 
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The one great Southern Cali- 
fornia business affected by war 
scares, rumors, lack of tires and 


other recent developments is tour- 
ist travel. The All-Year Club re- 
ports that tourist travel is off about 
one-third from 1941, a record- 
breaking year. However, Cali- 
fornians, Inc., in San Francisco, re- 
ported that tourist travel to the 
northern part of the state was off 
50 per cent. 

The Western railroads, buses and 
airlines have all signified their in- 
tention of continuing tourist travel 
advertising, but railroad expendi- 
tures will be considerably less thai 
last year. The advertising will ap- 
peal to people who still have money 
to spend on travel or to executives 
who wish to send their families on 
vacations. 


Joins Beaumont, Heller 


John Bancroft Hermansader, tor- 
merly a Newark artist, has joined 
the art staff of Beaumont, Heller & 
Sperling, Reading, Pa. 


Names Weiss & Geller 


A. B. Campbell Carpet Cleaning 
Company, New York, has appointed 
Weiss & Geller, New York, 4s 
its advertising agency. 


FOUR selling job is tough today 
Ads need a shot in the arm as 
never before and EYE*CATCHERS 


vide the perfect priority hook on 


which t hang your copy Great for 
adsters with tmagingtior A perfect fit 

tar «treme 
Nothing smart 


high class photograph. EYE*CATCHERS 


budgets 


equals the pull of 


brings vou the newest = stunt 


newest ideas makes advertising 


Write for FREE proofs and lear 
mplete EYE*CATCHER 
$5 a month enables you t 

lollar promotion job 1 matter wh 

sell bobby pins or rolling pit 


Cut out and clip to letterhead 


Eye*Catchers, inc., 10 €. 38th St., N. ¥. © 
Send us FREE proofs and subser') 


tion details. No obligations. 
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Industrial Distributors 
Face Perilous Future 

When the Triple Mill Supply con- 
vention convenes in Atlantic City, 
May_4-6, distributors and manufac- 
turers, will convert their traditional 
trade nference into a council of 
war, predicts the April Mill Sup- 
plies, trade paper of the industrial 
distributor field. As a _ clearing 
house of ideas, the meeting, with 
the cooperation of WPB officials, 
will attempt to untangle problems 
rising out of the emergency which 
threaten the industry’s structure 
and place it on a foundation to de- 
liver full efficiency of industrial 
distribution to the war production 
program. 

At the moment, manufacturers 
who distribute through industrial 
distributors are having difficulty 
protecting their outlets for adequate 
operating stocks and their own sup- 
plies of raw materials, because 
many distributors are being lax in 
furnishing their suppliers with ex- 
tended priority ratings on purchase 
orders. Manufacturers selling 
through distributors must depend 
on their voluntary cooperation and 
that, it now appears, has not always 
been all that it should. 

According to Production Require- 
ments Plan analysts who are now 
going over the year’s second quar- 
ter PD-25A applications, the danger 
is real, the publication reports. A 
new form has been made more ex- 
acting, and tightening of supplies 
on the materials front has forced a 
gradual retreat from PRP’s old 
policy of understanding leniency. 
To obtain a rating high enough for 
his business, it’s now pretty much 
up to the manufacturer to prove 
his case with bona fide ratings. Al- 
though a majority of distributors 
are cooperating, the number that 
are not are making it difficult for 
manufacturers to obtain needed re- 
quirements of raw materials, and 
are likewise jeopardizing their own 
Ousine es. 

While the foregoing is the situa- 
tion as viewed from the manufac- 


turer’s side, those distributors who! 


are undergoing the tedium of accu- 
mulating and extending ratings 
conscientiously, seem to have a 
complaint which they are tossing 
back at the manufacturers. It is 
that many manufacturers’ are 
cracking the whip too strongly in 
their drive for higher and higher 
ratings and that this pressure is 
now only unwarranted but is creat- 
ing extra disturbance in a_ period 
which already contains too many 
upsets. Basically, the PRP does 
tend to put manufacturers into com- 
petition with one another for the 


- SPORTS — 

lan Any Other 
twork Station 
T. LOUIS. 


The Business nl 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


higher ratings and cases have been 
reported where prices have been 
cut in order to secure A-l-a busi- 
ness to bolster their standing when 


making application for the next 
quarter’s requirements. 
On past performance, says the 


publication, it is a safe prediction 
that an adjustment of the situation 
will be reached. Distributors, it 
suggests, can hasten it by whole- 


hearted cooperation in extension of 
and | 


the ratings of their orders, 
manufacturers can do their part by 


making a sober analysis of the ma- 
terials situation, determining what 
is a comfortably safe priority level, 
and avoiding the urge—or panic— 
to aspire to a higher level. 


* 


The home construction front can- 
not be conquered only in terms of 
housing and industrial plants, de- 
clares “Architectural Record” for 
April. Towns and cities throughout 


the land need schools, hospitals, 
public utilities, and _ recreational 
structures to assure “health and 


safety” and to keep up morale for a 
civilian blitzkrieg of production. 


WBIG Issues New Map 
Station WBIG, Greensboro, N. C., 

|has issued the third edition of its 
International Radio News Map. 


WSNY New Station 

WSNY, Schenectady, N. Y., sta- 
tion without network affiliations, is 
scheduled to go on the air by mid- 
summer. It will be operated by 
Western Gateway Broadcasting 
Corporation, in which Winslow P. 
Leighton and George R. Nelson of 
Leighton and Nelson Agency, and 
at one time WGY commercial man- 
agers, are among the stockholders. 
Irving P. Beck, formerly of WGY, 
has been appointed chief engineer 
of WSNY. 


McGillvra Appointed 


Station WGKV, Charleston, W. 
Va., affiliated with both the NBC- 
Red and the Blue Network, has ap- 
pointed Joseph Hershey McGillvra, 
New York, as national representa- 
tive. 


Barron Named Instructor 

Robert E. Barron, Saratoga 
Springs, N. Y., formerly in the ad- 
vertising departments of the New 
York American, Studebaker Cor- 
poration, General Electric Company 
and the New York Power and Light 
Corporation, has been appointed in- 
structor of merchandising at Rus- 
sell Sage Women’s College, Troy. 
He succeeds Wendell O. Metcalf, 
who has accepted a government 
post in Washington. 


Ransom Promoted 


Louis T. Ransom has been ap- 
pointed general sales manager of 
the Schmidt Brewing Company, De- 
troit. P. J. Connelly has been 
named sales promotion manager in 
charge of the company’s plan to ex- 
tend sales markets. 


How HEINZ 


gets consumer results 
plus dealer co-operation 


AT JUST ONE ADVERTISING COST 


For years, H. J. Heinz Company has been getting a topnotch 
consumer selling job, plus dealer co-operation—both through 
advertising in The Christian Science Monitor. 


498 Monitor salesmen in the United States and Canada 
LOCALIZE the Heinz campaign. They call on hundreds of 
grocers who are Monitor advertisers; tell them about the Heinz 
national campaign; show the handsome big Heinz color adver- 


tisements. They suggest that dealers run tie-in advertisements 
in the Monitor. 


The result: Heinz gets valuable extra publicity. Over an 18- 


month period the Heinz name was repeated 660 times in dealers’ 
advertisements. 


THIS PLAN WILL WORK FOR YOUR BUSINESS, TOO 


It produces results for all types of business. We will be glad to 
go over it in detail with you. 


THE CHRISTIAN SCIENCE MONITOR 


Published Daily in Three Editions 
REACHING IMPORTANT MARKETS FROM COAST TO COAST 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Mass. 


BRANCH ADVERTISING OFFICES: New York, 
Kansas City, San Francisco, Los Angeles, Seattle . .. London, Paris, Geneva, Sydney 


Chicago, Detroit, Miami, St. 


dealers 


498 Representatives LOCALIZE 
Your National Campaign 


These Monitor represent 
thousands of well-rated 


Monitor (1) by showing 
advertisements and (2) 
mention yo 
Monitor advertisements. 


atives call regularly on 
dealers. They know the 
he cities they cover. They 
national campaigo in the 
dealers proofs of your 
by recommending that 
ur product in their own 
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in 8- Week Syracuse Study 


"Liberty''-Crossley 
Findings Reveal Few 
Stay with One Brand 


{[Editor’s Note: ADVERTISING AGE 
herewith presents the second of a 
series of periodic reports covering | 
significant data unearthed in the) 
Liberty-Crossley Continuing Con-| 
sumer Index, a new service for 
advertisers and agencies which has| 
just completed eight weeks of oper- 
ation in Syracuse and is now being 
conducted in two other cities. 

The Index is an actual measure- 
ment of the consumption of food, 
kitchen and bathroom products in a 
carefully selected cross-section of 
urban families. It is not an opinion 
or a recall check, nor an “inven- 
tory.” Its figures are gathered by 
arranging for the collection at 
weekly intervals of labels, wrap- 
pings, containers, etc., of food, 
kitchen and bathroom products 
direct from the selected homes. 

A clue to the wealth of data on 
family consumption habits which 
the Index will make available is 
given in the material presented on 
these pages. The study should be 
especially valuable in indicating im- 
portant changes in the public’s buy- 
ing and consuming habits as these 
are influenced by wartime condi-| 
tions. ADVERTISING AGE has arranged | 
with Everett R. Smith, director of | 
research for Macfadden Publica-| 
tions, Inc., with whose cooperation | 
and advice the study is being con-| 
ducted, to present’ interpretive | 
analyses of its more significant find-| 
ings at periodic intervals. | 


By EVERETT R. SMITH 


As the Liberty-Crossley Continu-| 
ing Consumption Index progresses, | 
it develops increasing evidence of | 
the extent to which individual fam- 
ilies drift from brand to brand, or) 
use several brands of a_ product} 
almost simultaneously. This was 
indicated in the preliminary figures 
published in ADVERTISING AGE a_| 
month ago (March 30). The figures | 
for eight weeks of reporting on} 
product and brand consumption in| 
Syracuse, now released by Liberty | 
Magazine, show that over the longer | 
period this trend becomes more) 
pronounced, while at the same time | 
increases are shown in the number | 
of families using most products. | 
Both of these results indicate the 
importance of the eight-week pro-| 
gram in this new type of continuing 
consumption study for revealing 
true extent of use of products and} 
degree of brand loyalty or lack of it. | 

For instance, it was reported in| 
these columns a month ago that in| 
the four-week period in this first} 
city, 34 per cent of the homes using | 
toilet soap reported only a single) 
brand. By the end of the eight 
weeks this figure had dropped to| 
16.3 per cent. Similarly the pro- 
portion of homes using only one. 
brand of coffee had dropped from 
55.3 per cent to 35.1 per cent. 


Multi-Brand Homes Increase 


In reverse, the number of homes 
consuming more than one brand 
(the multi-brand homes) had 
jumped in the case of toilet soap 
from 66 per cent to 83.7 per cent, 
and in the case of coffee from 44.7 
per cent to 64.9 per cent. In both| 
cases these are percentages of the 
homes using the products. Since 
the total number of using families 
showed some increase during the 
period, the increase in actual num- 
ber of homes reporting consumption 
of more than one brand is some- 
what greater than the percentage 
change would indicate. 

The same situation is character-| 
istic, in varying degree, of most of 
the products for which tabulations | 
have been completed. If this con- 
dition is found to hold.true in Prmvo 
cities, it will present a picture of | 
one of the advertisers’ problems— 
and opportunities—which could be 
secured only by such a continuing} 


Switches 


'reporting of actual consumption in 


identical families. 

While the advertiser is well 
aware of the importance of expand- 
ing the number of his customers, 
the Continuing Consumption Index 
begins to show as well the extent 
of his other opportunity—that of 
getting his present customers to use 
his brand more regularly and con- 
sistently. 

Study Extended to Two Cities 

The study has now been expanded 
by Liberty Magazine to two more 
cities, Louisville and Grand Rapids. 
As it expands, it will be possible 


Shown 


| 
| weeks would give a comprehensive | 
picture. 

The curves of several fast and| 
slow turnover products have been | 
charted, to show the accumulation | 
of total using families by weeks, | 
and this chart is reproduced here- | 
| with. 

As this chart shows, in the case | 
of canned soup, used containers) 
ultimately appeared in 95.2 per cent) 
of the homes. In the first week, 
they were found in 73 per cent, 
moved rapidly to 84 per cent in the 
second week, climbed to 92 per cent | 
by the fourth week, and after the 
|sixth week no more homes were 


INVESTIGATOR MAKES A MORNING HAUL 


The “bag” of a Crossley investigator working on the Liberty-Crossley Continuing 
Consumer Index for one morning is shown in this pile of loaded sacks containing 
discarded wrappings, containers and labels collected from cooperating homes. 


not only to compare city with city, added. Coffee had hit its peak by | 
but to break down the combined| the seventh week. By the eighth 
and accumulated data. Thus there! week the curve of additions for den-| 
can be measured by income groups, | tifrices was flattening out. Cleans- 
occupational groups, etc., the extent| ing and scouring agents were still 
of the opportunity (a) to expand) rising, but only slightly. Face pow- 
the use of the product and brand | ders were still rising, but the curve | 
among non-users, and (b) to in-| was taking a form which would 
crease the consumption of the brand | permit of reasonable projection. | 
among present users. Since this is) This would all seem to verify the 
a continuing study, changes caused) conclusions from the preliminary 
dl ge pg 0 oo condi- | = = places — ~ eight-| 
ions an e like will also appear| week period is practical; that it is) 
and their effects on consumption) better to cover more cities, and then 
habits studied. | return in each to these families for 
Basic over-all data from _ the) another such period, rather than to| 
- cecagqeed rad - now es _ cover less ground for a longer time. | 
ese points of expanding brand| Incidentally, it may be well to} 
variety in user families as well as mention that steps have been taken 
extent of product consumption. | to meet the situation caused by the 
PRODUCT USE | requirement that tubes be turned in 
|}on new purchases, and other prob-| 
Collections over an eight-week) lems of similar nature. 
period of all used containers, wrap- 
pers, labels, boxes, packages and_| 
the like revealed consumption of And now, to see what Syracuse 
branded makes of some products in| has shown as to product consump- 
as many as 95 per cent or more of| tion and brand loyalty. 
all the homes. The number of products and 
How valid are these figures? brands from which discarded con- 
They are as valid as the city is| tainers, labels, wrappers, etc., were 
valid. In other words, they are a| placed in the kitchen and bathroom 
valid picture for the city of Syra-| receptacles for collection and tabu- 
cuse. The cross-section is sound) lation by the Crossley staff is almost 
and comprehensive, worked out! overwhelming. Space will not per- 
scientifically. The cooperation of| mit of general reporting on them 
the families has been  whole-|all. For this report we have 
hearted. On this point the writer! selected important and _ significant 
pve — from oe hgh product types in the fields of foods, | 
ion and private discussion with| food ingredients, household items 
many of the families in all income! and toiletries. 
and occupational groups. Table I reproduced herewith) 
Study Period Is Adequate gives the percent of homes in which | 
consumption of each of several) 
_ The number of weeks’ consump-| major products was recorded dur-| 
tion record requisite for an ade-| ing this eight-week check in Syra- 
—— picture range by type of) cuse, with comparable figures for 
product, frequency of use, etc., as| the first four weeks. 
was to be expected. For fast and| The increase in the percent of| 
moderate turnover items, the re-| user homes varies by types of prod-| 


sults in Syracuse would indicate) ucts, as the table clearly indicates. | 


How Loyal Are Purchasers? 


user homes increased from 87.8 at) 
the end of four weeks to 93.3 at. 
the end of eight weeks may indicate 
addition not only of small users, 
and buyers in large quantity, but 
also of infrequent users. At the 
other extreme—the container from 
face powder—the increase would 
also indicate the time required for 
identification of products where the 
consumption is not so rapid or fre- 
quent. Yet in dentifrices, used con- 
tainers were collected in 86 per cent 
of the homes within four weeks; 
indicating the contrast of a personal 
type of item used by more people, 
so that the tube, can or bottle from 
at least some one member of the 
family was bound to show up fairly 
quickly. As the study expands, it 
will be interesting to analyze these 
angles further. 


Additional Data Later 


It is evident from Table I that 
for many of the quicker turnover | 


items, a further continuation of the | 
survey period would add few if any 
homes. As the chart shows, the} 
number would increase on some of | 
the less rapidly consumed products, | 
but to a degree which can almost! 
be forecast. It is evident that 
branded merchandise of all types 
might never appear in 100 per cent 
of all homes, if every type and 
grade of home is_ proportionally 
covered. The Syracuse cross-sec- 
tion included a proportionate dis- 
tribution of all types of homes, from 
the best to the lowest. 
homes there was careful question- 
ing and checking to verify the com- 


pleteness of the disposal into the! per cent three, 19.4 per cent four, 


receptacles of identifying coverings 
of consumer products. 


So Table I is a picture of branded | 


| product use in the first eity of this | entirely, for it was used in 59.2 per 


study. It does not yet deal with 
quantities, frequency, package sizes, 
etc., which are still to be presented, 


/ were consumed eight, 


In these | 


cities give a sample adequate fo 
finer analysis. With such analyse 
will appear in more detail the 
extent and direction of the oppo: 
tunity for selling more families 0) 
the use of the product and the indi 
vidual brand. 


BRAND LOYALTY 


On the over-all cross-section o! 
Syracuse it is possible to see the 
picture of brand loyalty as a whole 
within the several types of prod- 
ucts. 

The low measure of brand loyalty 
in many of these homes is striking 
For example, 75.8 per cent of the 
families using canned soup used 
more than one brand in the eight- 
week period now completed. O: 
the homes studied, 95.2 per cent 
used canned soup one or more 
times. Of them all, 28.3 per cent 
used two brands, 25.3 per cent used 
three brands, 11.1 per cent used 
four, and in one home each there 
nine and 
eleven brands. The leading brand 
was found to have been used in 89 
per cent of the homes using canned 
soup, but the great majority of 
users of this brand also used one 
or more other brands. (These fig- 
ures refer to brands, not to kinds 
or flavors of soups.) 


How Other Products Stood 


Toilet soap is another product 
where apparently few families are 
sold completely on any _ single 
brand. For 83.7 per cent of all user 
families in the period studied, con- 
sumed more than one brand; 28.6 
per cent used two brands, 23.5 


and 5.1 per cent actually used six! 
And here again, not even the lead- 
ing brand holds its customers 


cent of the homes, and brand num- 
ber two in 30.6 per cent; while only 


that eight weeks is ample, and in| The fact that in a fast turnover! along with breakdowns by income! 16.3 per cent of the homes were 


some cases 


HOW LENGTH OF STUDY CHANGES USERSHIP PICTURE 


Accw_ulative ser Cent 


i T m3 ~ 
WEEKS lst 2nd Sra 4th Sth 6th 7th sth 9th 


10th 
— Projected —— 


This chart, which shows the percent of families using five types of products, accumulated by weeks, tends to indicate the im- 
portance of a study which extends over a reasonable period of time, in order to get a true picture of product usership. It 
will be noted that in the case of canned soup, for example, one week's study showed use in only 73 per cent of the homes, but 


by the end of six weeks, when the curve flattened out, 95 per cent of the families were shown as users. 


In the case of such 


products as face powder, which are not consumed so quickly, the usership curve continued rising through the entire eight weeks 
of the study, but by the end of the period had taken a form which would permit of reasonable projection. This chart plots 
usership of Syracuse families in the Liberty-Crossley Continuing Consumer Index. 


a lesser number of! product like coffee the per cent of! groups, etc., as figures from other | loyal to one brand alone. 


At the end of four weeks, used 
containers from coffee had _ been 
|found in 87.8 per cent of all the 
homes. Apparently some homes use 
coffee less often, or buy in larger 
quantities, for before the eight 
, weeks was over the number of 
“coffee homes” had grown to the 
maximum of 93.3 per cent. But 
during the first four weeks 44.7 per 
cent of the homes consumed more 
than one brand; while by the end 
of eight weeks 64.9 per cent of them 
had used more than one brand. The 
multi-brand families had increased 
far faster than the user fam (ies 
(Here again is seen the value, even 
for fast turnover items, of the e:<ht- 
week study.) 

This shifting pattern of bronds 
in identical homes is shown 1! 
Table II for the percentage © 
multi-brand families at the end 0! 
four weeks and at the end of cigh! 
weeks. It would indicate that 
only is there a high variety ° 
brands used in most homes, but tha! 
the shifting of brands continues 
with the passage of time. There * 
no attempt in these figures to «n@- 
lyze the reasons, but it would -ce" 
to be a subject for serious stucy °Y 
the advertiser. 


A Real Sales Problem 


While alert sales and advert's!né 
men are aware of the situation 
shown in Table II, the prese™ 
period makes it of particular ©o"~ 
cern, and one of ‘the values of ‘he 
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TABLE I 


How Length of Consumer Study 


Affects Percentage of 
Families Shown as Users of Various Types of Products 


TABLE I 


Showing Percentage of Syracuse Families Using More 
Than One Brand Over a Four-Week and Over an 


38- eek 


TABLE Il 


Recapitulation of Brand Loyalty Pattern as Shown by 


Study in Syracuse 


Percent of Total Homes Using Kight-W eek Period Maximum 
at the end of at the end of Percent of Multi-Brand Families Percent number Percent 
Product 4 weeks 8 weeks at the end of at the end of Multi-brand —_— brands Single-brand 
ME MMe ihc 8 badass Aaeeads 87.8 93.3 Product 4 weeks 8 weeks Product homes inany home homes 
Coffee substitutes ................ 9.3 16.3 Coffee ............. 44.7 64.9 pn SOE 64.9 6 35.1 
Canned soups ................... 92.5 95.2 Coffee substitutes ................ ... 17.6 ao engage np : —_ 
Canned milk .................... 57. 66.3 Canned ee ere 68.7 75.8 poate ~ sie ke kn oy ' 24.2 
Canned spaghetti & macaroni..... 64.5 80.8 Canned milk .................... 42.6 58.0 o ees * Leeks ae saad 
Canned spaghetti and macaroni... 36.3 52.4 anned spaghetti & 
Fruit juices eee TS eT Te ee eee 75.7 84.6 Fruit juices SA ieee 67.9 83.0 macaroni ........... 52.4 5 47.6 
GY sk iss 5c ok bo Heda wR 43.0 62.5 Frozen foods ..................... 34.8 43.7 Fruit juices 83.0 9 17.0 
Cereals (cooked) ................. 51.4 66.3 Cereals (cooked) 36.4 59.4 Frozen foods ..... 43.7 7 56.3 
Cereals (ready) ................. 59.8 77.9 Cereals (ready) ................. 53.1 67.9 Cereals (cooked) ..... 59.4 5 40.6 
2 elope raeeneee 57.0 75.0 Shortening ........ 41.8 7.1 Cereals (ready) ...... 67.9 10 32.1 
Mayonnaise, salad dressing, ee 55.7 64.1 Flour ................ 64.1 6 35.9 
ME Sha sea daevnaes wise 39.3 53.8 Mayonnaise, etc. ............... 26.2 42.9 Mayonnaise, salad dr., 
OE re Pe ee 62.6 80.8 Cleansing and scouring agents... . 39.2 63.3 : oils, ete. ........... 42.9 5 57.1 
Cleansing and scouring agents..... 69.2 86.5 Laundry flakes, ete. .............. 51.6 73.5 poche cr $7.1 7 42.9 
Laundry flakes, chips and granules 86.9 94.2 Laundry soap—bars and cakes..... 10.7 31.7 sing & scouring 
Bluing, starch, water softener, etc. 28.2 38.3 agents ............. 63.3 5 36.7 
Laundry soap—bars and cakes.... 26.2 57.7 Toilet soap 66.0 83.7 Laundry flakes, chips 
Bluing, starch, water softeners... 36. 8.7 | Demtitriess 6.0. es sa2 amd granules... 13.8 . 26.8 
Creams and lotions................ 42.1 60.6 Creams and lotions................ 33.3 44.4 Laundry soaps—bars 
EE acti acveverwesasasoees 86.0 95.2 Face Powders ................... 41.7 40.8 x eee eee 31.7 4 68.3 
Face powders ................... 33.6 47.1 (Percentages are based on total number of families using Bluing, starch, water 
ae are eee are eee 93.5 94.2 each product) o ocean la ae a 7 4 
reams an 5... © ' 
Liberty-Crossley C. C. I. will be in families appearing for all products! inary comparisons with data which Saas ais gta | = as poe 
measuring its extent and movement. right across the board could be! will then be at hand from one or Toilet soaps 83.7 6 16.3 
It is beginning to be apparent) peculiar to one city. two more cities. ER is he eas . , 


that the manufacturer’s job is not 
only that of getting consumers to) 
consume more of the kind of prod-| 
uct, but to use his particular brand | 
more consistently and more regu- 
larly. Under present and develop-| 
ing wartime conditions, it becomes 
of increasing importance for the 
advertiser to maintain or improve 
his relative position—and the C. C. 
I. so far would indicate that the 
place where such action is most 
needed, and can perhaps best be 
done, is in the families already 
using his product and brand. 

Later, as reports from more cities 
are compiled and put together 
these data on multi-brand use can 
also be broken down by income 
groups and other factors. Since we 


The shifting pattern in brand| 
loyalty is particularly striking in 
that the greater the number of 


homes using the 
greater the number of multi-brand 
families. This variety would prob- 


ably be expected in toiletries where | 


the product is individually used for 
individual taste. However, it is 
hardly likely that each member of 
the family uses a different brand of 
coffee at a given meal. 


Shows Number of Brands 


For further convenience in study- 
ing this matter of multiple brand 
use, another table (Table III) has 
been developed, based on eight 
weeks’ totals only, with additional 
figures. 


CONTENTS OF BAGS CAREFULLY CHECKED 


Arch Crossley looks over some of the material gathered from cooperating homes 

in Syracuse under the Liberty-Crossley Continuing Consumer Index program, in 

which actual evidence of use, in the shape of discarded containers, etc., is 
collected from kitchens and bathrooms. 


have here only a single city for an 
eight-week period, we deal only 
With over-all figures. Another mat- 
ter for study when more extended 
data is available will be the rela- 
ton of the number of brands, in 
the toiletry field for example, to the 
number of persons in the family. 
On the basis of actual consumption 
figures, this may develop another 
angle of importance for the adver- 
tise 


Comparisons with Other Cities 


The examples given above are 
sufficient to indicate something of 
what has already appeared in eight 
weeks’ study of a cross-section of 
Syracuse homes on the subject of 
crand loyalty and consistency, and 
the lack of it. The reports from 
this Liberty-Crossley C. C. I. should 


%€ far more accurate than inventory 
' purchase reporting, for they 
‘how actual consumption over an 
“ight-week period. Whether Syra- 


use differs from other cities in this 


€spect will appear as reports are 
made from the expanding study. 
“cai competitive conditions and 
sales erations may have affected 
the cture in relation to some 
Products and some brands. How- 


ever, it 


seems unlikely that this 
very 


igh proportion of multi-brand 


In Table III, for the same groups 
of products, are given again the 
percentages of families which in 
eight weeks used more than one 
brand of each product. This figure 
is given in column A as a per cent 
of all the families which used that 
product at all. In column B is 
listed the largest number of brands 
used by any one or more families 
among the multi-brand _ users. 
Finally, in column C, is listed the 
per cent of using families which 
consumed only one brand. 

For instance, 64.9 per cent of all 
the families using coffee consumed 
more than one brand. The largest 
number of brands consumed during 
the eight weeks in individual homes 
was 6 (which occurred in two 
homes). Since 64.9 per cent of the 
families used more than one brand 
it remains that 35.1 per cent used 
a single brand per home. (Note 
this does not mean that 35.1 per 
cent used the leading brand exclu- 
sively, for some of them confined 
themselves to brand A, others to 
brand B, etc.) 


Will Draw Comparisons 


The next report of the Liberty- 
Crossley C. C. I. will present data 
on other aspects of the Syracuse 


study, and will make some prelim-| York. 


product, the. 


|} refusal to 


no 
| homes 


The writing of this report is 
being finished in Louisville, as the 
second week of collections here is 
under way. Today I have been 
with the collectors in all sorts of 
homes—rich and poor. There has 
been set up a cross-section which 
not only matches with known data, 
but is a good representative sample 
by types and levels of homes and 
by areas of the city. 

Certainly the sample cannot be 
influenced by any specific stores o1 
shopping areas, for gasoline and 
tires of the interviewers and col- 
lectors have been entirely disre- 
garded in the way the cooperating 
homes are scattered. In calling on 
23 homes in one area of the city 
today, our speedometer registered 
nearly 40 miles. 

The phrase “cooperating homes” 
is advisedly used. I am told that 
cooperate was given in 
thar 5 per cent of the 
selected for first calls. In 
the homes which I visited, and 
talked with members of the family, 


more 


| their only concern seemed to be lest 


they omit anything we desire to col- 


| lect. They all seemed to be actually 
| eager to cooperate and help. 


7 
‘Graphic Arts Trade 
Forms War Council 


Employers in the graphic arts 


| industry and members of five print- 
|ing trades unions recently met in 


Chicago to form the Graphic Arts 
Emergency Council, an organization 
to protect the mutual interest of 
'employer and employe in the trade 
and for assisting in the prosecution 
of the war. 

Officers elected by the 
are: chairman, W. T. Simpson, 
Louisville, Ky., representing the 
National Gravure Printers Associa- 
tion; co-chairman, Claude Baker, 
Washington, D. C., president of the 
International Typographical Union: 
secretary-treasurer, I. T. Alderson, 
St. Louis, Mo., of the Printers Na- 
tional Association; and chairman of 
the board of directors, John F. 
Cuneo, Cuneo Press, Chicago. 


council 


Licensing Procedure 
for Papers Changed 


To expedite licensing of technical 
publications now required to be 
censored before being exported, the 
Board of Economic Warfare and the 
Office of Censorship have arranged 
for licenses to be issued in New 
York as well as in Washington. Ma- 
terial may be submitted to the 
Office of Exports, Board of Eco- 
nomic Warfare, 500 Fifth avenue. 

BEW has also extended the dead- 
line for submitting galley proofs 
instead of printed copies until May 
10. After that date, galley proofs 
of stories including technical data 
will be required 


Launch New Agency 

Murray R. Director, formerly a 
partner in Byrde, Richard and 
Pound, New York, and Edward 
Lane, formerly copy chief of that 
agency, have formed Director and 
Lane, advertising agency, with of- 
fices at 250 W. 57th street. New 


(All percentages based 


on total number of families using 


each product) 


FTC Haggles Over | 
Use of Red Cross 
on A. P. W. Towels 


Washington, D. C., April 21. 
Despite use of a Red Cross trade-| 
mark for 45 years and a Patent 
Office registration for 31, A. P. W 
Paper Company was charged by the 
Federal Trade Commission today 
with misrepresentation in the sale 
of toilet tissues and paper towels 
through use of the name and em- 
blem of the American Red 
Society. 

The complaint 
recital of the 


Cross 


includes a full 
history of the Red 
dating back to the Geneva 
Convention in 1864 and the incor- 
poration of the American Red Cross 
in 1900. An act of Congress adopted 
in 1905 barred commercial use of 
the Red Cross name or emblem, but 
an amendment five years late: 
granted an exception to those who 
had used the name or emblem prior 
to June 5, 1905 

A. P. W. applied for registration 
of its Red Cross trademark in 1911, 
claiming it had been used for toilet 
tissue since 1897. Registration was 
granted by the Patent Office In 
1933, A. P. W. filed two additional 
applications to cover pape 
and containers therefor. 


Cross 


towels 


Makes Special Point 
Although the FTC charges _in- 
clude both tissue and towels, a spe- 
cial point is made that the 1910 
amendment limits the exemption to 


|*misleads and 


| that the 


“a use for the same purpose and 
the same class of goods.” Even if 
use on tissue is permissible, accord- 
ing to FTC, paper towels are not 
in the same class and use of the 
trademark Red Cross is unlawful. 

FTC charges that A. P. W.’s use 
of the Red Cross name and emblem 
deceives purchasers 
of its products into the erroneous 
belief that the respondent company 
has some connection with, and that 
its products are endorsed or spon- 
sored by, the American Red Cross; 
American Red 
interested financially in the sale of 
such products and that such prod- 
ucts are manufactured in accord- 
ance with standards prescribed by 
the Red Cross.” 


Cross is 


To Start Penny Paper 


In a time of rising prices in 
the newspaper business, Howard 
Tucker, veteran Oklahoma City 
newspaper publisher and critic of 
the Daily Oklahoman and Times, 
has announced that he will start a 
penny afternoon newspaper, tenta- 
tively titled the Penny Press. May 
13 has been set as the probable first 
day of publication, and Mr. Tucker 
expects to secure either UP or INS 


news service. He was formerly a 
member of Tucker Bros. Printing 
Company, which published — the 


Oklahoma City Daily Pointer more 
than 30 years ago. 


Adds Drug Account 


Block Drug Company, Jersey 
City, N. J., has named J. Walter 
Thompson Company, New York, as 
its agency for Gold Medal capsules. 
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Canadians Go to 
Polls Spurred by 
Promotion Methods 


Ottawa, Ont., April 23.—Bending 
every promotional bow in an effort 
to convince Canadians that the gov- 
ernment must be released from its 
past commitments restricting meth- 
ods of raising men for military 
service, the Dominion girded today 
for the final push which will bring 
nearly seven million Canadian 
voters to the polls on April 27. Be- 
fore the voters will be a single 
question, yes or no: release the gov- 
ernment or make it abide by past 
promises. 

Preparations for the plebiscite, 
first for more than 40 years and 
second in Canada’s history, in- 
cluded all media for the govern- 
ment’s drive. Radio, newspapers, 


house-to-house periodicals and pub- | 


lic meetings were used to gain the 
people’s permission to let old 
pledges go by the boards, and pre- 
pare for conscription for overseas 
service. No stranger to the use of 
both paid and donated space, the 
government used both liberally, 
utilizing advertising and promotion 
methods to influence the voters just 
as it had done to win contributions 
during Canada’s spectacular Victory 
loan drives. 


Adds F. G. Moorhead 


Frank G. Moorhead, formerly a 
Des Moines newspaperman = and 
political writer, has joined the 
advertising department of Bankers 
Life Company, Des Moines, replac- 
ing Robert A. Jarnagin, now on 
active duty with the Navy. 


“Interiors” Adds Korman 


L. H. Korman has joined In- 
teriors, New York, as _ assistant 
advertising manager. He was for- 
meérly on the sales and production 
staffs of the American Society of 
Heating and Ventilating Engineers 
and Heating and Ventilating, New 
York. 


TO CANADIANS 


YES! 


Mark Your 
Ballot 
this Way — 


fe 


Rep 2 
e332 § 
2 


on will be exbeniened wo the cons in the form of 9 picbincis 
at the pata in whic 2 will have che opportunity 
ballox cucher “Yes” or “No 


Vote VES ¢ on ) he Plebiscite 


VOTE YES APRIL 27th 
COMMITTEE FOR TOTAL WAR 


Addressing an appeal to Canadian 
voters to support full mobilization of the 
Dominion's men and materials, the Com- 
mittee for Total War used full-page 
advertisements in 11 Ontario newspa- 
pers preceding the April 27 plebiscite. 
A. McKim, Ltd., Toronto, placed the 
copy. 


Increase Ad Appropriation 


American Leather Belting As- 
sociation, New York, has begun its 
second year of advertising with an 
increased appropriation, warranted 
by the substantial upswing in sales 
in 1941. A strong industrial paper 
presentation will feaiure “The Pro- 


| 
| 


duction Drive’ and the ‘Modern 
Group Drive.” McLain Organiza- 
tion, Inc., Philadelphia, is the 
agency. 


Backburn Wine Ad Award 


Orlando Blackburn, advertising 
manager of the Daily Citizen, Cush- 
ing, Okla., has been named winner 
of a special advertising promotion 
campaign contest conducted by the 
Oklahoma Press Association in con- 
nection with its recent advertising 
department meeting. 


7 


0-0-M-P-H 


duction. 


Represented 
nationally by the 
Branham Co. 


DOUBLE YOUR SELLING 


o Twi . / 


If sales dominance of the rich, populous 
Texas Gulf Coast is your aim . 
you desire greater radio coverage at less 
cost, the “Twins” 


Houston's KXYZ. . 
Christi—the super-+elling ““Twins”—blan- 
ket Texas’ two great metropolitan centers 
situated in areas nature geared to war pra- 
Here you'll find no plant con- 
versions... 
live stock, farm produce and Gulf Coast 
manufactured armaments are in greater 
demand than ever before. 


So, let us tell you about our “Twin” com- 
bination rates . . 
o hensive *“Twin™ 


N 


WITH THE 


.. and if 


will intrigue you. 


. and KRIS of Corpus 


because oil, cotton, chemicals, 


. all about our compre- 


merchandising program. 


_ Getting F Personal 


Employes of the Chicago Mail Order Company who have service 
records of five to 35 years honored their president, Edgar L. Schnadig, 
at a dinner April 16 in Hotel Sherman. The occasion marked Mr. 
Schnadig’s 25th year with the company. Among the guests was Chi- 
cago’s Mayor Edward J. Kelly. . . 

Bob Lee Kidd, business manager of the Review-Courier, Alva, 
Okla., has been elected chairman of the advertising managers’ di- 
vision of the Oklahoma Press Association. . . George E. Ruppert, presi- 
dent of Jacob Ruppert Brewery, has been appointed chrmn. of the 
brewery division of the Annual Catholic Charities Drive. . . 

Curtis H. Gager, pres. of Walter Baker & Co., was principal speaker 
at a recent meeting of the Advertising Club of Boston... J. E. Mum- 
ford, space buyer 
with Locke, John- 
son & Co., To- 
ronto agency, is 
the new prexy of 
the Ramblers ‘40” 
Service Club of 
Toronto... To 
many honors won 
as a photographer, 
Albert Greenfield, 
a.m. of Raygram 
Corp., added a 
new one for inter- 
American service. 
He was awarded 
the National Order 
of Honor and 
Merit of the Re- 
public of Haiti by 
President Elie 
Lescot. 

With a new 
water-tight wrist- 
watch, the gift of 
the Association of 
Canadian Adver- 
tisers, Robin 
Merry, formerly 
vice-president and 
director of the as- 
sociation, is off to the Royal Canadian Navy. Harry Browning, 
ad. dir. of M & P Corp., Hartford, has been reelected commodore of 
the Medford Boat Club... 

James R. Adams, exec. v.-p. of MacManus, John & Adams, Detroit, 
has taken a leave of absence because of ill health. . . V. E. “Mike” 
Carmichael, general sales mgr. of KWK, St. Louis, has returned from 
a Florida vacation during which his principal recreations were play- 
ing golf and watching the St. Louis Browns in spring training. . . 

Sigma Delta Chi, University of Florida chapter, inducted John S. 
Knight, pub., Miami Herald, Hoke Welsh, mng. ed., Miami Daily 
News, and Wallace Stevens of Hollywood last week. . Honorary 
memberships in the Ilg 25-year club were conferred on 16 qualified 
employes of Ilg Electric Ventilating Co., Chicago, at a recent banquet. 
Gold watches were presented to the employes by F. D. Briggs, gen. 
sales mgr. . . 

Wilder Breckenridge, ex-Newspaper Advertising prexy, has leased a 
penthouse at 737 Park avenue. .. Edward D. Madden, v.-p. of McCann- 
Erickson, is now having his mail forwarded to 320 Park avenue, 
where he has taken a new apartment... 

Chief observer for the interceptor command’s listening post at 
Seneca Falls, N. Y., is G. W. Cramer, in civil life ad. mgr. of Goulds 
Pumps. . . Dan H. Thompson, news editor of NBC’s central division, 
was host to fellow press department members at a combination birth- 
day-housewarming party at his new Lombard, IIl., home. . . 

William O'Donnell, media head of BBDO, is getting comfortably 
settled in a seven-room home at Hartsdale which he recently pur- 
chased. The new O'Donnell residence is located on Caterson Terrace 
in the Manor 
Woods section. 
Thomas J. Liston, 
assistant advertis- 
ing manager of 
Revere Copper & 
Brass, has a new 
anniversary to re- 
member — he was 
married to Cath- 
erine Quinn on 
April 18. The 
dignified Gracie 
Square section of 
New York has a 
new tenant in the 
person of Robert 
B. Brown, a. m. of 
Bristol-Myers Co., 
who recently took 
apartment 


ADMAN BOUND AND GAGGED | 


C. Coe Buchanan, partner of the Buchanan-Thomas Ad- 
vertising Co. and publicity chrmn. of Omaha's Chamber 
of Commerce, shows how war censorship has bound and 
chained him. Bursting to tell the real story about how 
busy his city is on war orders, he released a self-censored 
account liberally sprinkled with blank spaces but neverthe- 
less carrying the impression that Omaha is an excellent 
site for additional war projects. 


WOMEN GIVE TWO AMBULANCES 
worm 


ee 


a j pea ee 1 
—_— 
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— 
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More than 700 guests attended the “Ax Grinder's Rally,” 
annual Gridiron dinner of the Women's Advertising Club 
of St. Louis, April 15, and contributed to the cost of two an 


convertible ambulances, one of which is shown here, for there. . . 

Red Cross and hospital authorities. Members of the war Bob Willier, gen. 
relief committee are (left to right) Mrs. T. M. Sayman, adv. agent of the 
chairman; Edna Emme, club president; Helen Martin. Wabash Railroad. 
Gridiron chairman; Helen Lippert, Mary Jo Carr, and has just discov- 


Mrs. Florence Maijers. 


the things he told 
ad clubs in Dayton and Columbus last year formed the basis for an 
ad of the Melbourne Herald in far-off Australia. Now he knows that 
the news gets around. 


Thomas A. Boris, public service dir. of the Buffalo Evening News, 


has been appointed manager and public relations director of the 
Buffalo Philharmonic Orchestra Society. . . 
Murray Knight, formerly with Edward Petry & Co., has joined 


WDZ, Tuscola, Ill., as continuity editor. Murray, we want you to 
know, is a lady. . . Annamae Dorney, secretary to William B. Ray, 
manager of NBC’s central division press department, was married on 
Saturday, April 18, to James Griffin, Chicago attorney. . . 

H. Victor Grohmann, president of Needham & Grohmann agency, 
calls his shots on the skeet field, too. On a recent windy afternoon 
he won the annual skeet championship of the Knickerbocker Country 
Club, Englewood, N. J., with a score of 94 out of 100, thus gaining a 
second leg on the Irving Brown trophy. . . 


aan 


ered that some of 
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NAB Criticises : 
Salesmen’‘s Use 
of Reader Study 


Washington, D. C., April 22.—Th, 
National Association of Broadcas:- 
ers took issue this week with the us; 
being made by some newspay« 
space salesmen of the most recen: 
release in the Continuing Study 
Newspaper Readership. 

The readership vs. listening cor - 
troversy was revived by an item 
the current issue of “NAB Report 
asserting that “some space sale.- 
men” are using the Continuing 
Study “as a yardstick for compar - 
son with radio listening.” NAB a:- 
serted that “such evidence is ro 
doubt of some value to advertise: : 
and to space salesmen, but is not 
valid yardstick for comparison wit 


' radio listening.” 


The figures which NAB clain: 
have been misused are those in t}. 
study which declare that an ave - 
age of 52 per cent of the men and 
58 per cent of the women readers 
“stop to read one or more nation: ! 
ads in their daily papers.” To con.- 
pare these figures with CAB or 
Crossley ratings for radio programs 
is “entirely out of bounds,” accorc- 
ing to NAB, “because such ratings 
apply to a particular program while 
the percentage figures quoted apply 
to all reading.” 

“The comparable radio figure 
the per cent of listeners who hear 
the radio some time daily—and this 
figure is 82.9 per cent—as shown by 
the Joint Committee on Radio Re- 
search. It may be assumed that 
everyone who listens some time 
daily will hear ‘one or more ads.’ 
Radio salesmen can, when neces- 
sary, point out that 82.9 per cent is 
a lot bigger than 52 per cent and 
58 per cent. Radio continues to 
give its sponsors more advertising 


impressions per dollar’ invested 
than any other advertising me- 
dium.” 

NAB prefaced its comments by 


asserting that radio “has no quarre! 
with the press, and the first con- 
| cern of every good advertising me- 
dium is to sell itself on its merit 
' constructively, rather than engagé 
in windmill-tilting with competitiv« 
| media. Fortunately most time sales- 
men and space salesmen follow 
such a constructive policy.” 


Named Ohio Rep 


H. L. Phillips, 1814 Stanwood 
Road, Cleveland, has been named 
district representative for Gits 
Molding Corporation, Chicago. 


Lewin to Four A’s 

A. W. Lewin Company, Newark 
has been elected to membership in 
the American Association of Adver- 
| tising Agencies. 


. - 
KAUFMANN FABRY 


425 S. WABASH AVE, CHICAG® 
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LEADING NEWSPAPER EXECUTIVES POSE FOR THE "AA" CAMERAMAN AT THE ANNUAL ANPA MEETINGS IN NEW YORK 


Among key conferees at the American Newspaper Publishers Association meeting in New York last 
Edwin S. Friendly, general manager, New York Sun; 
William G. Chandler, Scripps-Howard Newspapers; Paul B. West, president, ANA; Dr. Miller McClin- 
tock, managing director, Advertising Council; and William A. Thomson, director, Bureau of Advertising. 
Second group: George C. Biggers, Atlanta Journal; LeRoy W. Herron, Washington Star; and F. G. 


week were these men, (left to right) First group: 


Pearce, Altoona Mirror. 


Third group: (seated) Frank E. Gannett, president of Gannett Newspapers; E. R. Davenport, general 

manager of Rochester Gannett newspapers; (staniing) William F. Metten, business manager, News- 

Journal Papers, Wilmington, Del.; Cranston Williams, general manager, ANPA; and William J. Motz, 
president and general manager, Kitchener Record, Kitchener, Ont. 

Fourth group: E. H. Mills, Leader Republican & Ho>rald, Gloversville, N. Y.; R. A. Cooke, ANPA, and 


E. C. Van Loan, Hudson Star, Hudson, N. Y. 


Publishers 0. K. 
U. $. Promotion, But 
Want No Subsidy 


(Continued from Page 1) 


policy by adding one parenthetical 
phrase to the resolution which was 
proposed and tabled by the editors 
last Friday. He stated: 


Wants No Subsidy 


“The Bureau of Advertising is 
unalterably opposed to any govern- 
ment policy which may be con- 
strued, or has resemblance to a 
wartime subsidy of the American 
press, since such a policy might 
gravely endanger the news and edi- 
torial integrity of the newspapers. 
The patriotic services of the Ameri- | 
can press never have been, and | 
must never be, evaluated in terms | 
of dollars. We oppose any solici- 
tation or action which may be con- | 


trued as an effort to bring pres-| Mr. Tripp, would be “an America | 
sure upon the government to buy| that knows where it is going, what! 


advertising space in the newspapers | 


of the nation (as distinguished from 
honorable and orderly presentation 
to the government of the advan- 
tages of advertising).” 


Scoring both those who seek gov- | 
ernment advertising as a reward for | 


their war effort, and those who 


“wanton waste of public funds,” he) 


advocated substitution of a sound 
advertising program for 
ended, betangled, overlapping, con- 


tradictory, and wasteful publicity.” 


$60,000,000 Mentioned 


Estimating that the minimum 
integrated government campaign 
planned by the “all-out government 


advertising advocate’ would ap- 
proximate 60 millions, Mr. Tripp 
implied that such a sum _ would 


hardly prove a subsidy of an indus- 
try which attracted profitable in- 
vestment of a billion and three 
quarters last year .. . that govern- 
ment advertising would not solve 
the financial problems of news- 
papers or any other media. 

Final product of an _ intelligent 
government campaign, according to 


Me ee Ma 


ed 


Your Sales in PEORIAREA 


».. NOW 


Heavy payrolls of skilled ecrafts- 


men every week . tens of — ous 
thousands of them in Peoria’s war 
172 industrial establishments ... No 
are going into judicious pur- 


chases of staples and quality mer- 
chandise. 


80° 


of this diversified manufacturing 


Authorities estimate 


of the production capacity 


center is devoted to war needs. 
Definitely a boom market “for 
the duration!” 


The industries of 


Peoria industrial establishments. 


civilian goods for generations 
tremendously 


democracy. 


vou 


..- AFTER VICTORY 


“Peoriarea” (16 prosper- 
Illinois 


production, with expanded payrolls. 


counties' have switched to 
special war plants among these 172 


Instead, 


most of them have been producing vital 


will be 


BUSY filling the 


“post- 


poned” demands of a victorious consumer 


Here’s a market in’ which 


Il want to anchor your product—be- 


cause of its . . 


SALES STABILITY! \o. ox 


for the years to come. That's what keeps so many national net- 


work and spot advertisers renewing contracts 


ehedules 


on WMBD! 


extending 


Now’s the time 


to entrench and HOLD YOUR market 
ae O~CONith=—s tthe =~ DOMI- S$ paAY 
FREE & NANT station serv- 5000 wes wicht 
PETERS, Ine. ing *“Peoriarea’’. 1900 
Repreemtativen Write! grt OF The 


PEORIA, ILLINOIS 


“loose | 


it is fighting for, why it must work| 


and work and hurry, what the cost 
will be if it fails; an America so 
solidly behind its fighters and its | 
government that this war will be| 
won months, perhaps years earlier, 
and the precious lives of thousands 


|of our boys saved from death for 
consider government advertising a| 


our delay.” 
Must Justify All Copy 


For newspapers he said, “If we) 
have any chance at all to get gov- 
ernment advertising, it must be on 
a sound selling basis and it must 


| be in conjunction with recognition 


| its case. 


of other mediums. Every line of 
copy must be justified. Competent 
advertising authority must be able 
to place the advertising when and 
where best judgment dictates. And 


that authority must be respected by 
all newspapers, who must keep 
their hands off politicians, Con- 


gressmen, Senators and department 
heads. 
“If the government advertises it 


| should set up a department of hon- 


est-to-God advertising men to be 
paid for out of the advertising com- 
missions involved, and at no extra 
cost to the government, to which 
any publication may go and state 
Don’t get the notion that 


I think we should 


department decides should be final 
and when it has spent all of the 
original appropriation that should 
be final, too, no elastic funds to be 
raided.” 

The question of government ad- 


| vertising first arose in Friday’s ses- 


sion of the American Society of 
|Newspaper Editors, at which it 
/completely superseded the sched- 


uled discussion of “criticism of the 
| government in wartime.” 


Editors Defer Action 


The editors divided sharply on 
the resolution which was later 
amended and adopted for the Bu- 
reau of Advertising by Mr. Tripp, 
and finally turned the whole sub- 
ject back to the resolutions com- 
| mittee, to be rewritten and sub- 
| mitted to a mail vote. 

Walter J. Weir, copy director of 
Lord and Thomas, called for adver- 
tisers who had no goods to sell to 
concentrate on licking “Hitler, 
Hirohito and Benito” when he ad- 
dressed the National Newspaper 
Promotion Association on Monday. 
“We have the psychological means 
and vehicles to help do it,” he said 

Frank S. Hoy, chairman of the 
small newspaper of the 
ANPA, on Tuesday enumerated 
examples of “wasteful and_ silly 
publicity stories from army and 
navy services and from innumer- 
able government bureaus.” 

“The daily newspapers this 
country cannot possibly print the 
ill-conceived and_ silly publicity 
that being poured into their 
offices by the hundreds of so-called 
public relations agents or offices of 
the government,” he said 


session 


of 


is 


“The most intelligent use of 
newspaper space can be made 
through paid advertising by the 


| government prepared by the adver- 
tising agencies of this country that 
know how to do the job. The 
newspapers of the country do not 
want any subsidy from their gov- 


stop trying to) 
|sell our newspapers to the govern- 
ment or anybody else. But what that | 


ernment. The free press is not for 
sale. The use of paid advertising 
space by the government should be 
bought because it is the most eco- 
nomical way of attaining the neces- 
sary results.” 


Scri pps-Howard 


Rejects ‘Gimme 
Campaign’ Anew 


Washington, D. C., April 23. 
Agitation at the American News- 
paper Publishers Association con- 
vention for paid advertising by the 


government led  Scripps-Howard 
Newspapers to reiterate today its 
opposition to “A Gimme Cam- 
paign.” 

An editorial in the Washington 
News, under the heading “No 
‘Gimmes’ for Us,” said “There is 


plenty of useless government pub- 
licity, all right, but use of paid gov- 
ernment advertising will not cure 
it. In the hands of some bureau- 
crats, at least, vast sums of money 
for paid advertising space would 
provide too tempting an opportunity 
to interfere with newspaper free- 
dom. 

“The newspapers owe it to their 
country and to their readers to pro- 
vide, without cost, a maximum of 
information about the government. 


Nothing could be added to this obli-| 
gation by the use of paid govern-| 


ment advertising. 
should be the last to indulge in a 


Newspapers 


Gimme Campaign. Certainly it is a| 
campaign in which this newspaper | 


will not join.” 


Closes Chicago Office 


Frank A. Munsey Company has 
closed its Chicago office. All Mun- 
sey publication business, together 
with all-fiction field representation, 
will be handled by Thomas W. Far- 
rell, 64 E. Lake street, Chicago 


| 


Rollins Appointed by 


“Good Housekeeping” 


Malcolm G. 
Rollins, for the 
past 1l years 
promotion man- 
ager of Cosmo- 
politan, has been 
named promotion 
manager of Good 
Housekeep- 
ing, succeeding 
Harold Clark, re- 
signed. 

Before his con- 
nection with Cos- 
mopolitan, Mr. 
Rollins was an . 
account exec u- M. G. Rollins 
tive with J. Walter Thompson Com- 
pany, and previous to that was with 
the advertising staff of Vanity Fair. 
No successer has as yet been ap- 
pointed by Cosmopolitan. 


The Advertising Club of Colum- 
bus, O., Chamber of Commerce, has 
issued its first Membership Roster 
and Advertising Buying Guide in 
connection with the club’s 30th 
anniversary year. Issuance of such 
a book (the current one is an ornate 
job with members including sam- 
ples of their work) is planned 
annually hereafter. 


SECTIONAL COLOR 
PREFERENCES 

Do you know that geography 
plays a part in the likes and 
dislikes of certain colors? If 
you would know about this, 
send today for a copy of our 
latest release on Sectional 
Color Preferences. 

EAGLE PRINTING INK CO. 

DIVISION - GENERAL NTING INK. Sons 


100 SIXTH AVENUE, NEW Y 


CHICAGO CINCINNATI PHILADELPHIA 
JERSEY CITY BALTIMORE CAMBRIDGE 
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eel 27, 1942 


issue featured an article by F. 
Preston Forbes, commercial agent, | 
Chicago regional office, headed, 
“Advertising Goes to War.” 


Dept. of Commerce: 
Cites Wartime Role ie snran contton 
of Advertising == (si stanesss. comms, 2am 


out that “advertising can contribute 
|to the war effort in many ways. It 
Consecutive Issues of 
‘Domestic Commerce" 


‘does not become a_ non-essential 
with the advent of war. In fact, its 
Discuss Advertising 


function becomes increasingly im- 
|portant, and it may undertake two 
/major jobs. 
|providing information for those 

Washington, D. C., April 23.—To- | fighting on the home front and in 
day’s issue of Domestic Commerce, | the production field. . . 


States Department of Commerce, | use of larger space than ordinarily 
carries a twe and one-half page ar-| would be used for a selling cam- 
ticle on “Keeping Brand Names paign. It is a kind of advertising 
Alive Through Informative Adver- | that would specialize in long copy— | 
tising,” by Nathan D. Golden, in-| jong enough to tell the complete | 
dustrial consultant to the Bureau of | story.” 
Foreign and Domestic Commerce, | 
which is interesting not only in its | 
own right but because it happens to| Jn his article, Mr. Morse, who also | 
be the third discussion of advertis- wrote the recent article urging gov- 
ing to appear in consecutive issues | ernmental use of paid advertising, 
of Domestic Commerce. ‘pointed out that ours has been “a 
The April 16 issue of the publica- | stimulated economy” developed in 
tion carried a story by John H. ‘large part “because we have had 
Morse, chief of the division of com- | | businessmen and statesmen who 
mercial and economic information,| have kept urging us to want more 
Bureau of Foreign and Domestic things until we roused ourselves to 
Commerce, which declared that war | get them.” 
has brought a challenge and a The present crisis, he asserted, 
“golden opportunity” for salesman- | “presents a challenge to those who 
ship and advertising; and the April| have created our standard of living 
|—and to the system of information 


| which has carried the news of that 


Describes Need for Advertising 


One of these is that of | 


1 . Doing this | 
official publication of the United) job successfully may call for the) 


APRIL LINAGE FOR CANADIAN MAGAZINES 


*Canadian Home Journal! 
*Canadian Homes & Gardens 
*Chatelaine 

t*' Liberty P 

t**Maclean's . 


| *Mayfair 


*National Home Monthly 
*2New World ... 


Total Group 


Display, including poultry and TERETE ‘in Canadian Farm Papers 


T‘Canadian Countryman .. 
Country Guide & Nor’-West Farmer. 
‘Family Herald: 

Eastern Edition 

Western Edition 
tFarm and Ranch Review... 
t’Farmer's Advocate & Home 
*Farmer’s Magazine ‘ 
*t°Free Press Prairie Farmer 
| *tWestern Producer .... 


Magazine 


rp Ue Pee 


*Figures supplied by publisher 
tMarch Linage 
‘Four issues 1942; 
| *Semi-Monthly 
*1942 format 680 lines; 
‘Bi-weekly. 
‘Four issues both years. 


five issues 1941 


1941 format 


-————1942———_ ——1941——_~ 

Pages Lines Pages Lines 
39.2 27,440 48.1 33,688 
4.7 16,579 32.8 22,036 
40.1 28,079 41.8 29,226 
11,044 32.1 13,790 

41.4 29,100 59.0 41,307 
46.6 31,285 54.2 36,437 
28 19,526 25.9 17,642 
28.2 19,197 25.2 17,611 
5 "182.250 319.1 211,737 
19.0 13,282 35.7 4,966 
21.2 15,280 27 7 19,964 
28.8 28,825 42.1 42,102 
25 25.328 3 35,490 
12.6 9,081 14.2 10,190 | 
27.7 19,356 36.8 25,776 
26.2 18,347 32.4 22,681 
40.4 33,43 40.4 44,396 


25,367 


180.624 2387.9 250,93 


700 lines 


/ways of living, and change them 
| radically. 

| “We can beat enforced totalitari- 
anism only by free assumption of 
total effort. We cannot achieve that 
total effort freely unless all the 
people are completely informed 
about the part which they must play 
in our total war effort. And being 
human, and prone to human frail- 
ties, they must be informed so often 
and so strongly that they develop 
the habits of total effort.” 


Discusses Nutrition Program 


Mr. Morse used the current effort 
to raise nutritional standards to il- 


They Make Your National 
Advertising 5 Times As 
Effective. 


| beyond the last rural mail box. If! 
| we are to maintain our way of life} 
against those who have subordi- | 
|nated every factor of their lives to 
| beating us into slavery, our 130,- 
000, 000 people must change their 


|standard to the farthest hamlet and | 


lustrate advertising’s war role: 
“The canners, the packagers, and 
the dehydrators of food, the frozen- 
food industry, the meat packers, the 
fisheries, the marketers of fresh 
vegetables, the growers of fruits— 
all who are connected with feeding 


setting, another for en 


handicapped. You o 


tising executives and 


route again. 


PRINTI 


FAITHORN 


AD-SETTING + PRINTI 
: WABASH 


ee 


@ When you go to one place for type- 
another for printing, you are definitely 


and days gathering loose ends together 
at increased cost, time and effort. 


@ Why not try what hundreds of adver- 


agers have found so profitable? Put 
your jobs where your production needs 
are started and finished in one place. 


@ No precious hours wasted when you 
use the non-detour, Faithorn 3-in-] route 
— everything under ONE roof. You then 
have just one place to go—500 Sher- 
man Street— where you can check, see 
and follow every detail of your job. 


@ What a relief. What a saving. What 
a logical way to obtain better, quicker, 
more satisfactory results. 


@ Try Faithorn 3-in-1 service—and you’]] 
never use the long, lagging, laborious 


500 SHERMAN ST., CHICAGO. 


gravings and still 


ften spend days 


production man- 


NG 


ATION 


NG + ENGRAVING 
7820 


“i en % £2 own £4 


the people—have a war-sent op- 
portunity to make a vital change 
in the eating habits of the nation. 
“As a people, we must consume 
less and be nourished better,) 
thereby freeing food for our allies | 
in this battle for our lives. As a) 
people, we will not do this unless | 
we are told why we should change | 
our eating habits, told how we) 
should change them—and are ca- 
joled, persuaded, enthused, and led 
to what we ought to do. Opportu- 
nity has laid this burden right in 
the laps of those who prepare and 
distribute the nation’s food.” 


All Work, No Play 


Is Watchword of 
Chicago Clinics 


Chicago, April 23.—There will be 
no banquets, no cocktail parties, 
no receptions, no hokum, no dances 
—nothing but work, 
questions, answers” at the Wartime 
Sales and Advertising Conference to 
be held at Hotel Sherman, Chicago, 
May 1-2, according to the Chicago 
Federated Advertising Club, which 
is sponsoring the event. 

Working clinics, general luncheon 
sessions, and summary sessions in 


“ 


the late afternoon of the two days | 


will feature the conference, de- 


signed to provide a quick but com- | 


prehensive post-graduate course in| 


_almost every phase of advertising 


and marketing. 

A total of 37 nationally-known 
executives will address the various 
clinics and serve as coordinators of 
the program, for which reservations 


have been limited to 500, so as to! 


| permit all who attend to get maxi- 


mum value from the sessions. The 
fee for the entire two days is $10, 
and reservations should be made 
through the Chicago Federated Ad- 
vertising Club, Hotel Sherman. 


Roto Inks Hit by 
Resin Curtailment 


Manufacturers’ of 
inks must reduce their use of nat- 
ural resins by one-fourth, accord- 
ing to a WPB curtailment order 
which cuts most civilian users to 50 
per cent of the amount of resins 
used in the corresponding 1941 
quarter but which allows ink mak- 
ers a 75 per cent rate. 

Playing cards, pencils and paints 
are among the products whose resin 
use was cut in half. 


Randolph Elected V. P. 


Bruno W. Randolph has_ been 
elected vice-president of J. Stirling 
Getchell, New York. For the last 
four years he has been the agency’s 
account executive for Golden Wed- 
ding and Schenley brands of Schen- 
ley Distillers Corporation, New 
York. 


rotogravure 


meetings, | 


Youth’ Poster 
Highlights New 


Swim Suit Drive 


Good Rubberless Suit 
Possible, Jantzen 
Designer Promises 


(Picture on Page 35) 


Portland, Ore., April 23.—A new 
| poster by artist Jon Whitcomb went 
up over the home office plant o: 
the Jantzen Knitting Mills thi 
| week, signalizing the start—war o: 
|no war—of Jantzen’s summer swin 
|suit advertising campaign. It wil! 
| reach full proportions in June, with 
'postings in cities from coast t 
| coast and with copy in nationa! 
| magazines, and the company i: 
fully prepared to make the best 
of wartime priorities restricting 
| supplies of wool and rubber. 

The Whitcomb poster is charac- 
terized by a sparkling, bursting- 
with-action technique using red 
| and white swim suits against « 
| vivid blue background. The signa- 
| ture is in yellow. Most obviou 
| change in Jantzen’s poster art tech- 
'nique is the trend away from the 
|lushly accentuated femininity of 
| Petty and Varga, which is replaced 
_ by the Vitamin B Americana glori- 
| fied by Whitcomb, a topflight illus- 
‘trator of youth. Jantzen conse- 
quently is right in there with Har- 
| per’s Bazaar, Vogue and fashion and 
youth leaders who are promoting 
| the “New Type of American Wo- 
man” and the banishment of sultry 
| glamor. 

Ray Andrews, account executive 
| with Botsford, Constantine & Gard- 
ner, the agency for Jantzen, said 
(the magazine campaign will start 
|in June issues of Photoplay-Movie 
| Mirror and Modern Screen and the 
|May 22 issue of Life. Insertions in 
other national publications will fol- 
low. Twenty-four sheet posters will 
be up countrywide by May 25 
| Store displays are included in the 
| promotional material. 

Jantzen’s 1942 summer line is 
| by a new feeling for 
functionalism—suits that languish 
artfully on the sand but take to the 
water like seals and come out as 
‘slick and trim. Mayer Monroe, 
head of Jantzen’s designing staff, 
has designed sleek new models for 
| those who are serious about swim- 
ming and looking chic on the beach 
as well. Mr. Monroe, incidentally, 
created Jantzen’s pet fabrics, Velva 
Lure, Water Velva and Velva Cord. 
Jantzen’s 18 “Watercolors for 1942” 
include such newcomers as rookie 
green, hula rose, bravo red and air 
force blue. 

Jantzen is prepared to bow 
gracefully as wool and rubber sup- 
plies dwindle. “Jantzen made a 
whale of a good suit without rubber 
yarn once, and can do it again,” 
said Mr. Andrews. The rubber out- 
look changes from day to day and 
Jantzen is in the same boat as all 
the other swim suit manufacturers 


Houchin Succeeds Gould 


Waldo P. Houchin, for the past 
two years with the Chicago Herald- 
American as retail merchandi:'ng 
promotion manager, has been 
named advertising promotion m.n- 
ager of the paper, succeeding © Lb 
Gould, now a lieutenant in ‘ve 
Navy. Mr. Houchin was former'y 
promotion manager and _ nativna! 
advertising manager of the Clrve- 
land News. 
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GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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ngton these days have one common 
gripe — the Government Printing 


Office bottleneck. From long expe-| 


rience, they are used to demanding 
delivery of a rush print job in 12, 


24 or 36 hours, and getting it on| 
Not so with GPO these | 


schedule. 
days, for most pleas for speed must 
fall on deaf ears in view of the 
overwhelming demands being made 
on the federal printing plant. GPO 
farmed out to private plants a por- 
tion of the job of providing hun- 
dreds of millions of rationing forms, 
but that didn’t solve the problem. 
Several WPB and OPA orders have 
had to be postponed lately because 
GPO could not furnish required 
forms on schedule. The Office of 
Facts and Figures’ Graphics Divi- 
sion has one man who does nothing 
but maintain liaison with GPO and 
attempt to hasten delivery of print 
orders. The Treasury’s bond pro- 
motion staff has a similar problem, 
since most of GPO’s other war work 
is deemed more important and must 
be gotten out first. 


* * * 


Plans for establishing a_ single 
over-all food agency have struck a 
snag, although Washington officials 
agree on the need. Picking the man 
to head the new outfit is proving 
a problem. The chief candidate 
proposed from the industry is Clar- 
ence Francis, General Foods presi- 
dent, who is an aide to Jesse Jones 
at Reconstruction Finance Corpora- 
tion. Milo Perkins, the man who 
made such a success of the stamp 


plan for marketing of surplus foods, | 


has also been suggested but he 
already has a major war role as 
Vice - President Henry Wallace’s 
right-hand man at the Board of Eco- 
nomic Warfare. Secretary of Agri- 
culture Claude Wickard also seeks 
to maintain his control over food 
supply. One suggested solution is 
to set up an independent agency 
headed by a board, perhaps consist- 
ing of Francis, Perkins and Wick- 
ard. 
a ok ca 

There’s some to-do in the photo- 
engraving field about the possibili- 
ties of a zine alloy, known variously 
as Ede’s metal or triple metal, as 
a possible substitute for copper, 
which promises to be increasingly 


The Listening Post 


Agency men who are doing their | 
promoting for Uncle Sam in Wash-| 


difficult to get. 
new, having been in use for some 
time, principally 
and for making mat services, since 


zinc, and can take many more) 
| Stereotype impressions. Cautious 
engravers, however, are slow to 


ing and 


| would—if either are found to be 


| deficient—outlaw it for use in na-/| 


| tional magazines. 
co Ee oF 


James E. Mendenhall, who took 


‘over direction of the Institute for} 


| Consumer Education at Stephens | 


| College when John Cassels moved 
over to OPA, 


| the sole nominee for president of 
'the Consumer Education Associa- 
| tion, an organization of educators 
|which maintains headquarters in 
| Brooklyn. Colston Warne of Am- 
herst and Consumers Union fame, 
is one of the nominees for vice- 
president. 
* * * 
A Supreme Court decision set- 
| tling the network monopoly case at 
last is due either April 27 or May 
'4. Upon the verdict depends the 
whole future of network radio. The 
entire broadcasting industry, in- 
cluding stations not affiliated with 
the chains, has a stake in the out- 
come of the case, since a network 
victory could be expected to curb 
the Federal Communications Com- 
mission’s widening of control over 
the radio industry. Even Congress 
is waiting for the decision, the 
House interstate commerce com- 
mittee having suspended hearings 
on the Sanders bill until May 5 at 
the request of the networks. 
* * * 

Somewhat paradoxically in view 
of the greater difficulty this year 
than last in finding new revenue 
sources to tap, adoption of the 
printing unions’ proposal to levy a 
| special tax on radio broadcasting 
appears unlikely. Questions ad- 
dressed by House ways and means 
committee members to John B. 
Haggerty after he had renewed the 
printers’ plea indicated many of 
them recognize the proposal as a 


Central New England is 10.3. 


x Buy An 


WTAG 
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Owned and operated by 


s 


At one o’clock WTAG’s News Service has a rating of 27.4*; 
in the early evening 25.5*. The nearest approach to these 
ratings at anytime of day by any other station heard in 


WTAG’s rating goes to 10.9. The complete story of WTAG’s 
leadership is yours for the asking. 


When You Buy Time- tively of total listeners, accord- 
Audience 


NBC BASIC RED AND YANKEE NETWORKS 


EDWARD PETRY & COMPANY, INC. 
NATIONAL REPRESENTATIVES 


Even then for the same period 


*(80.1% and 82.7°% respec- 


ing to all independent surveys) 


The Worcester Telegram-Garette 


Triple metal is not} 
for name plates) 


the alloy is harder than the average | 


hail triple metal as copper’s alter- | 
nate, pointing out that its re-etch- | 
lead molding properties | 
are not yet demonstrated, which | 


| and who himself | 
|moved to OPA when the Institute | 
| Was discontinued in February, is! 


| NEW YORK AND CHICAGO EXECS ATTEND ANPA SESSIONS 


Current problems in the newspaper world came in 

York last week: (left to right) first group, William 

Herald-Statesman, Yonkers, N. Y.; and William L. Fanning, Westchester Newspapers, Yonkers, N. Y. Second group: W. E. 
Macfarlane, business manager, and John W. Park, mechanical superintendent, Chicago Tribune. 


for the attention of these leaders at the annual ANPA convention in New 
C. Fowley, advertising manager, Nassau Daily Review-Star; Glenn Winger, 


request for special treatment for 
/one advertising medium. Another 
|factor weighing against the tax is 
Congress’ increasing realization of 


radio’s wartime contributions on 
| the home front. 
* * oo 
The Office of Price Administra- 
|tion’s Consumer Division has a 
couple of new slogans which it 
seeks to popularize. One is: “If 


you don’t need it—don’t buy it.” 
The other is: “Make it do—or do 
without.” Women’s page editors 
bear the brunt of OPA'’s efforts to 
get its messages across to consum- 
ers. 
* oo ys 

A Saturday Evening Post contest 
for retailers, based on the last three 
April issues, set up a base 20 per 
cent smaller than the number of 
copies sold during the first two 
weeks of March, indicating that the 
company may have anticipated a 20 
| per cent drop in newsstand sales 
when the single copy price was in- 
creased to 10 cents, effective with 
the April 1 issue. Retailers now 
pay 74 cents for the Post, giving 
them a margin of 2'» cents, in con- 
trast to the former 1» cents. 

* * at 


If and when the government 
adopts a general paid advertising 
program it may be based on indus- 
try estimates of a $50,000,000 appro- 
priation needed to do the job, with 
war bonds, conservation, salvage, 
greater production, sub-contract- 
ing, conversion and labor realloca- 
tion getting the lion’s share of 
attention. Advertising interests are 
unlikely to lobby for an appropria- 
tion. Instead, early programs out- 
side of present paid space efforts 
for the Army, Navy and _ Inter- 
American Affairs Committee (in 
Latin America) will be based on 
contributed space, like the war 
bond campaign. Admen and inter- 
ested administration proponents 
will depend on the demonstrated 
success of this policy, plus the 
obvious inadequacy and unfairness 
of volunteer support, to convince 
| opponents of the necessity and effi- 
ciency of a paid advertising pro- 
gram. Such government =  adver- 
tising might be directed by a 
supercommittee of big names in 
advertising, with creative work 
handled by individual pools of 
admen, and production by existing 
agencies on a cost-fee basis, rather 
than the usual 15 per cent. 


Names E. P. Finlay 

E. P. Finlay, publishers’ repre- 
sentative, Toronto, has been ap- 
pointed representative in Eastern 
Canada for the Colonist, Victoria, 
B.C. Mr. Finlay is Canadian agent 
for the British Broadcasting Cor- 
poration. 


To Russel M. Seeds 


John T. Adams, formerly head of 
Adams & Adams, New York talent 
representative, has been named 
radio director of Russel M. Seeds 
Company, New York. 


Transfers Gourlay 


R. E. Gourlay has been trans- 
ferred to Montreal, after three years 
on the Toronto sales staff of Cana- 
dian Street Car Advertising Com- 
pany, Ltd. 


Van Camp Makes 
Lightning Shift 
from Pork & Beans 


(Continued from Page 1) 


month, the company 
middle of an extensive magazine 
promotion for its pork and beans 
which had started in January. A 
schedule of color pages was appear- 
ing in The American Weekly, Better 
Homes & Gardens, Boy's Life, Field 
& Stream, Good Housekeeping, 
Ladies’ Home Journal, Life, Me- 
Call’s, The Saturday Evening Post, 
This Week, True Story and Woman's 
Home Companion, and it was in- 
tended to continue the campaign 
until June. 

When the restrictive government 
orders forced abandonment of the 
program at the half-way mark in 
March, however, Van Camp’s was 
faced with a major merchandising 
problem. The company immedi- 
ately went into a huddle with its 
agency, Calkins & Holden, with the 
resultant appearance this week of 
Tenderoni and a shifting of adver- 
tising emphasis from pork and 
beans to the new product. 


was in the 


Publisher Names Agency 


United Educators, 
publisher of encyclopedias and 
other educational sets, has named 
McJunkin Advertising Company, 
Chicago, as its agency. 


Inc., Chicago, 


Food Account to Agency 


Good Luck Foods Company, Inc., 
Rochester, N. Y., maker of desserts 
and pie crusts, has appointed Moser 
& Cotins, Inc., Utica, N. Y., as its 
agency. 


Cooper to Kudner 


W. S. Cooper has resigned as 
copywriter and account executive 
with J. Stirling Getchell, New York, 
to join the copy department of 


| Arthur Kudner, New York. 


“Legion” Moves 


The American Legion Magazine, 
New York, has moved its editorial 
and advertising offices from 9 
Rockefeller Plaza to 1 Park ave- 
nue. 


Names R. H. Bissell 


Ray H. Bissell has been appointed 
sales manager of the nylon division 
of Canadian Industries, Ltd. Mr. 
Bissell will be located at the Kings- 
ton, Ont., plant. 
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} [or eartiersign-ons” — the 
OC first big league baseball broadcasts 
Ne Southern radios first agricultural 
depariment—all ta meet our needs. 
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Unionist Hints at 
Boycott Move on 


Southern Products 


Washington, D. C., April 21.— 
Hints of a boycott of nationally ad- 
vertised products made in non-union 
Southern factories were dropped 
here this week by a union leader in 
the course of hearings on proposed 
legislation to make unions subject 
to possible prosecution under anti- 
trust and anti-racketeering statutes. 

The veiled boycott threat was 
voiced by Dave Beck, powerful Pa- 
cific Coast labor leader and interna- 
tional representative of the A. F. L. 
Teamsters’ Union. He told a House 
judiciary subcommittee that it may 
become necessary in “organizing” 
the South to “devise some ways 
and means” of forcing corporations 
selling nationally advertised prod- 
ucts to equalize their wage struc- 
tures. 

Asked by Rep. Sam Hobbs of 
Alabama, sponsor of one of the bills 
under consideration, if he meant a 
boycott, the labor leader replied: “I 
don’t like the word ‘boycott.’ I pre- 
fer ‘non-patronization.’ ” 

Mr. Beck added that there could | 
be no legal objection to a large 
union requesting its members in a 
Northern city to stop buying a 
Southern product if it was felt that 
the manufacturer was not paying 
fair wages. 

The teamsters’ official and other 
union spokesmen opposed the bills 
strongly, and attacked Assistant At- 
torney General Thurman Arnold 
for having indicted unions under 
anti-trust laws. Witnesses suggested 
that Mr. Arnold had drawn up the 
proposed legislation, pointing to the 
inclusion of “pet phrases” of his. 


Midland Dissolved 


_NAM CALLS FOR A NATIONAL LABOR POLICY 


Americans Want /cfory 
... NOT THE CLOSED SHOP 


Using newspapers 
in Washington, D. 
C., the National 
Association) >» 
of Manufacturers 
printed this large- 
space advertise- 
ment last Monday 
calling on Congress 
to pass a law sup- 
porting public de- 
mand for a national 
labor policy with- 
out the much-dis- | 
puted closed shop, | | 
which, the NAM 
points out, has 
been given at least 
a partial WPB 
blessing. ClO and | 
AFL leaders joint- | ~ 
ly accused the); 
NAM of "still! . 
waging a private = 
war against organ- 

ized labor.” | 
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Which is more important to a nation at war 
—notional security or union security? 


THE NATIONAL ASSOCIATION OF MANUFACTURERS 


NBC Dedicates New 
West Coast “Radio City” 


Some of the top-ranking shows 


| in radio will participate in the dedi- 


cation of NBC’s new million-dollar 
“Radio City in San Francisco,” be- 


| ginning April 26 when Jack Benny | 


will be the headliner at the house- 
warming. 

Other top shows to be broadcast 
from the new studios the first week 
will include “One Man’s Family,” 
“Hawthorne House,” George Burns 
and Gracie Allen, “Point Sublime” 
and Al Pearce and His Gang. The 
dedicatory celebration will conclude 
Sunday, May 3, with an audience 


ATA Will Review 
All Its Member 
Airlines’ Copy 


(Continued from Page 1) 


| 


| 
| each and every offending line of 
|material which reaches public eye 
}and ear. 

For some time, airlines have been 


Midland Newspaper Representa- | performance of “The Great Gilder-|on tenterhooks regarding their war- 


tives has been dissolved, and the | 
four newspapers represented by | 
Midland, News-Dispatch, Michigan | 
City, Ind.; Daily Tribune, Peru, | 
Ind.; Plain Dealer and Times Star, | 


Wabash, Ind., and Daily News, Mid- | System, will be the speaker at the least, they have had to walk 


dlesboro, Ky., are now represented | 
in the national advertising field! 
directly by Nixon Newspapers, Inc., 
of which they are a part. 


sleeve.” 


To Hear Hershey 
Brig. Gen. Lewis B. Hershey, 
director of the Selective Service 


weekly luncheon meeting of the 
Sales Executives Club of New York 
to be held at the Hotel Roosevelt 
on April 28. 


MORNING 
"NOON & NIGHT 


Weve 


MORE NEWS on WCAE 
than any other Pittsburgh station 


39% MORE NEWS THAN #2 STATION 
82% MORE NEWS THAN #3 STATION 
84% MORE NEWS THAN #4 STATION 
87% MORE NEWS THAN #5 STATION 


And more time devoted to nationally 
famous network commentators than all 
other Pittsburgh stations combined. 


THE KATZ AGENCY 


5000 WATTS 
1250 K. C. 


NEW YORK—CHICAGO—DETROIT—ATLANTA 
KANSAS CITY —DALLAS—SAN FRANCISCO 


MUTUAL BROADCASTING SYSTEM 


|time relations with the government, 
and have sought by every available 
means to cooperate with U. S. offi- 
cials in order to remain under pri- 
vate operation. On one point, at 


chalk line in copy planning. 
practice of 
larity of flights and the availability 
| of airline seats has brought prompt 
poonte from Washington. At least one 
|major airline has been called on the 
/carpet and given a thorough verbal 
shellacking for advertising that it 
had “plenty of seats available.” 

| 


Dislike Censorship Tag 


| Nevertheless, most observers seem 

to feel that, in the self-imposed 
|censorship code, the airlines have 
| gone far beyond anything which the 
government may have _ contem- 
plated, at least regarding release of 
air transport news and space. 

ATA’s agency, Erwin, Wasey & 
Co., objected to use of “censorship” 
in newspaper stories recounting the 
new code. The agency characterizes 
the new set-up as “an attempt on 
the part of the airlines to aid the 
war effort,” and to “hew to the 
line.” At present, it looks as if com- 
petitive angles of airline copy will 
be out, and that reference to speed 
and frequency of schedules will be 
eliminated for fear of 
data of military value. 

Highlights of the voluntary code, 
which is binding on all airline offi- 
cials and employes, are as follows: 
all publicity of any nature, includ- 
ing house organs, must be cleared 
through ATA headquarters in 
Washington, although in the event 
of an emergency—such as an acci- 
dent—factual information may be 
released; tariffs and schedules filed 
with the Civil Aeronautics Board 
may be published, without ap- 
proval; all airline advertising shall 
be submitted to the ATA office, and 
advertising already printed and not 
approved shall be withheld from 
distribution. 

Rules of exclusion applying to ad- 
vertising forbid publication of, 
among other things, more than 
three schedules between any two 
points; reference to non-stop or 
limited stop operations or to vaca- 
tions or excursion fares; comparison 
between air fares and those of other 
modes of transport: reference to 
new or additional services; mention 
of priorities; and publication of 
maps or identification of routes. 


. | 
revealing 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
| “Representatives Available,” 
| cash with order. 


Wanted,” 


“Representatives 


Wanted,” 
30 cents a line, minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in. 


| $4.75 per inch. 


HELP WANTED 
PUBLISHER’S SECRETARY 

| Must write accurate letters, keep 
| simple books. Girl who enjoys publi- 
| cation work would have fun moving 
ahead with this aggressive, successful 
| organization.” Send details and cur- 
| rent snapshot to 

H. L. PEACE, 


Publisher 
| MM Pan 
| 


American Building 
New Orleans, La. 
WANTED — ADVERTISING 

| TION EXECUTIVE, One 
| qualify as a capable, experienced 
| writer and market analyst, who 
|} understands all departmentals of the 
| Graphic Arts, and who has the ability 
| to address business clubs and trade 
| groups. Write giving complete back- 

gxround of experience for interview. 

Box 3674, ADVERTISING AGE, Chgo. 


PROMO- 
who can 


| articles. 


HELP WANTED 


INDUSTRIAL WRITER with publi 
tion or free-lance experience in pr 
paring technical and semi-techni 
Write fully on experie: 
and submit samples of work, whi 
will be returned. 

Box 3677, ADVERTISING AGE, Chs 


REPRESENTATIVES AVAILABL! 


Eastern trade paper space salesmen 
available to represent going public 
tions throughout east. Alert, expe 
enced sales force with established « 
fice. Editorial service also availab + 
References. 

Box 3676, ADVERTISING AGE, N, Y. 
Can efficiently represent one addi. 
tional trade or class publication in 
Mid-West. Wide agency acquaintan:+ 
Box 3675, ADVERTISING AGE, Chro 


_G. T. HARGREAVES 

| New York, April 23.—George T. 
| Hargreaves, business manager of 
|King Features Syndicate, died 
| Tenafly, N. J., yesterday after an 
| illness of several months. 


J. C. SEACREST 
Lincoln, Neb., April 23.—Joseph 


} 


at | 


| gered throughout the year instead 


C. Seacrest, 78, co-publisher of the| 


must pay the association $5,000 for | Lincoln Journal, died yesterday of 


/a heart ailment. 


A. S. CRAWFORD 


ODT Asks Staggered, 
Mid-week Vacations 


The Office of Defense Transpor- 
tation has requested that vacation 
traveling this year be done in the 
middle of the week whenever pos- 
sible, and that vacations be stag- 
of being concentrated in summer 
months. The request was made in 
order that common carrier facilities 
may be efficiently utilized and 


| weekend traffic congestion reduced. 


Chairman Donald M. Nelson of 
the War Production Board has re- 
plied to numerous requests from 


Cincinnati, O., April 21.—Arthur| war contractors with a statement 
S. Crawford, 65, president of the| that vacations should be granted 


Crawford 
| 


'companies in Cincinnati and was a 
| charter member of the Advertisers’ 


FRANCIS E. REGAL 


Hartford, Conn., April 
Francis E. Regal, associate editor 
of the Springfield Republican, died 
| April 10. He was 76. 


GUSTAVE STICKLEY 

Syracuse, N. Y., April 21.—Gus- 
| tave Stickley, 85, who founded the 
“Craftsman” and was for many 
years its publisher, died here yes- 
terday after an illness of three 
months. Originating Craftsman fur- 
niture, he established the magazine 
to illustrate it. 


HARRY J. PRUDDEN 


New York, April 21.—Harry J. 
Prudden, president of Prudden, 
King & Prudden, newspaper repre- 
sentative which suspended opera- 
tions April 1, died here April 11 
after a long illness. He was 67. 

Mr. Prudden formerly was adver- 
tising manager of the New York 
Herald and served as space buyer 
with several agencies. He and his 
brother, L. C. Prudden, joined 
Harry W. King in 1919 to form the 
newspaper representative company. 


C. T. STRAUGHN 

Shenandoah, Pa., April 
Charles T. Straughn, 82, owner of 
the Shenandoah Herald, died at his 
home here April 17. One of the 
oldest publishers in the state, Mr. 
Straughn directed the newspaper 
from his home until a week before 
his death. 


“World-Telegram” 


Delays Feature Edition 

The New York World-Telegram’s 
special feature edition, “The Amer- 
ican Way of Life in War,” which 
was to have appeared on April 23, 
has been postponed. 

Changes in many of the familiar 
consumer goods are so great, and 
the status of these things under 
present conditions is so unsettled, 
that the special editorial board 
which has been developing the 


story found it impossible to com- 
plete an accurate round-up in time 
to meet the date previously set. 


died here April 19. He founded one 
of the first direct mail advertising 


21.—} 


| 
| 
| 
| 
| 


| 
| 
| 
| 
| 
| 


21.—| 


Advertising Company, this year but in such a way that 


production will not be adversely 


| affected. : 


Blue to Tyson i: A 


Robert F. Blue, formerly with 
M. H. Hackett, Inc., has joined O. S. | 


Tyson & Co., New York, as art 
director. 
‘ 
THE SPIRIT OF N 
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PREVAILS AT ¥, 
HOT SPRINGS a 
NATIONAL PARK*ARKANSAS ul 
Vacation at Hot Springs! Op- > 
portunities afforded by this a 
Government owned and su- 
pervised spa for invigorat- re 
ing exercise, rejuvenating cit 
thermal baths, rest and po 
pleasure, have given thou- ” 
sands release from daily Le 
drudgery and care, as well 
as from pain and illness, - 
opening the way to a new g 
life, new health and more me 
10 


At the Majestic, beautifully 
furnished 2, 3 & 4 room 
apartments and single | 
rooms, with or without bath. 
Government supervised 
bath house in the hotel. 
Room rates from $2.00. Pic 
nics and chicken fries «are 
gala events at the Majestic 
lodge on Lake Hamilton and 
adjoining Lake Catherine. 


fal “abies 
MAJESTIC i. 


APARTMENTS AND BATHS 
C EMMETT KARSTON, Menoger 
Southwest Hotels, Inc. 
H. Grady Manning, Founder 
—_— 
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-NNPA F HEADS TALK IT OVER 


a 


New officers of the National Newspaper Promotion Association meeting in New 

York discuss plans for the group's 1942 activities. They are (left to right) 

Russell L. Simmons, Cleveland Press, vice-president; Belden Morgan, Hartford 

Courant, secretary; Ramon S. Cram, Columbus Dispatch, president, and W. 
Murray Metten, of the Wilmington Newspapers, treasurer. 


OT = 
tion 
the 
pos- 
tag- 
te id 


The NNPA named as directors for the coming year (left to right) John Marston, 
Des Moines Register & Tribune; M. Elizabeth Tobin, Portland, Ore., Journal; J. A. 
Caldwell, Port Huron, Mich., Times Herald; and William S. Eager, Montreal Star. 


Raoul Blumberg, promotion director of the Washington Post (right) gets a 
Canadian slant on promotional problems from Sidney Carpenter of the Toronto 
Star at the NNPA cocktail party April 18. 


Z Newspaper Reps Form Production Group Elects 
A National Association The Association of Publication 


per representatives, meeting dur- has elected as president Thomas C. 
ing the ANPA convention in New | McBride, Street & Smith Publica- 


ee ens one ‘ _| tions; treasurer, Michael Figa, 
is 09 last week, formed the nucleus Woman’s Day; secretary, Howard 
of a national association to promote | Pearse, Hearst Magazines, Inc. Kent 
IAS united selling of newspapers as a| Rhodes, Fortune, has been ap- 
Op- medium, and to raise ethical stand-| pointed chairman of the program 
P ards in line with the ANPA action | committee and R. J. Mahn, Ameri- | 
this on sales practices. can Home, chairman of the mem- 
su- Committees from local newspaper | bership committee. 
yrat- representative groups in the two/| ——_ 
ting cities will meet at an intermediate Backs KWK Baseball 
and point during May to select officers | ras iw . 
and directors Falstaff Brewing Corporation, St. 
hou- wat | Louis, is sponsoring all this season’s 
jaily 2 major league home games of the 
well Larkin Advanced St. Louis Cardinals and the Browns | 


Robert S. Larkin, formerly assist- | over station KWK, St. Louis. Play- 


ness, ant manager, has been named man-|by-play accounts are handled 
new ger of the merchandising depart-| jointly by Jerome “Dizzy” Dean 
more ment of Compton Advertising, New| and Johnnie O’Hara, KWK sports- | 


York | caster. 


Chicago and New York newspa- | Production Managers, New York, 


; WTO: ‘PURCHASE ADVERTI Si yp 


hi 


® 


“JUMBLE” BASKETS 


M-W “JUMBLE” Merchandise Display Baskets literally \ 
put your product “right into the buyer's hands.” They \ 
provide an easy way for customers to handle and 
examine — and to buy — merchandise which otherwise 
might escope their attention. They speed up dealer's 
turnover of your product at the point of purchase. 
ASK TO SEE ONE— CALL. TELEPHONE O8 WRITE—NO OBLIGATION 
\ - MPANY 
\ MAGILL WEINSHEIMER ¢ co 


1320- 1334 S$. Wabosh Avenve « eens CAlomet 7200 


CHICAGO 
— a 


\ 


| ‘Implications of 
New U. S. Controls 
Studied by Admen 


Advertising Rates 
Won't Be Frozen, 
ls General Belief 


Washington, D. C., April 22.— 
Governmental control over the daily 
life of every citizen which will go 
far beyond anything the nation has 
been asked to accept before will be 
recommended next week when 
President Roosevelt unveils an anti- 


| inflation program which is expected | 


to carry with it implications which 
| stagger the imagination. 

Although details of the program 
| will remain unsettled up until the 
| time the President sends a message 
| to Congress and addresses the nation 
in a fireside chat, the sweeping na- 
ture of the controls to be imposed 
is now clear. Taxes, prices, ration- 


cost of living. 


expected to be: 


99 per cent of all corporation earn- 
ings over 6 per cent of invested 
capital. 

2. Blanket price freezing at 
highest March levels, excepting 
| probably only a few foods and af- 
fecting an estimated 30,000 other 
products bought by consumers. 

3. Rationing of virtually all con- 
sumer products. 

4. A directive to the War Labor 
Board prohibiting further wage in- 
creases. 

5. A ceiling of $25,000 or $50,000 
on individual income, with the re- 
mainder to go to the government. 


Subject to Change 


| outlined specifically in the Presi- 
dent’s pronouncement, and modi- 
fications are possible in view of 


. . ' 
| strong opposition from many quar- 


'ters, but the broad nature of the at- 
tack on inflation is expected to fit 
this mold. 

Office of Price Administration of- 
ficials conceded the inadequacy of 
its piecemeal price control system 
some time ago, and planned to in- 
stitute an over-all freeze before it 
was learned that a White House 
pronouncement was in the making. 
Apparently only details remain to 


most troublesome subjects. Repre-| 
| sentatives of the food industry gath- 
ered here today at OPA’s call to 
discuss the subject. 


Parts of the over-all program | 


which may or may not be discussed | 
specifically by the President include | 
increased efforts to sell war bonds 
and stamps on a voluntary 

'and probably tightening of instal- 
ment credit by the Federal Reserve 
Board and possible banning of all 
time sales. 


Advertising Rates Unaffected 


How much new legislation will 


| be required depends on the strategy 


| decided upon at the White House. | 


|Most of the sweeping changes can 
be instituted by executive order 
under broad wartime powers held 
by the Chief Executive. Taxes, of 
course, must be handled through 
legislation. 

One question mark at the mo- 
ment is what direct effect the pro- 
gram will have on advertising, 
although indirect effects are con- 
ceded to be enormous. Advertising 
rates, for example, are untouchable 
by OPA under the Price Control 
Law, and any possible suggestion of 
control in this field will require 
Congressional action. 


Ham Goes to NAM 


Peter Ham has resigned as infor- 
mation director for Farm Credit 
Administration, Springfield, Mass., 
to join the staff of the National 
Association of Manufacturers, New 
York, where he will be an admin- 


istrative assistant in the group con- | 


tact department. 


ing, wages and profits will all have} 
a part in the attack on the rising | 


Chief features of the program are | 


1. A request that Congress tax | 
excess profits to the limit—probably | 


Parts of the program may not be_ 


be worked out, with food one of the | 


PROMOTION MEN HAVE FUN, TOO 


NATIONAL 
EWSPADER 


Corridor comment by Stanley Hawks, Minneapolis Star-Journal (left) draws 
laughs from William S. Eager, Montreal Star, and John C. Stafford, Rockford 
Register-Republic and Morning Star, retiring president of NNPA. 


New York hosts at the NNPA party included Wilson Baden, Wall Street Journal, 
(left) and Richard Sawyers, New York Sun, (right), chatting with John Marston, 
Des Moines Register & Tribune. 


| 
WNAB, WELI Join Blue 
Effective June 15, Stations 
WNAB, Bridgeport, and WELI, New 
Haven, will become basic outlets of 
the Blue Network, bringing the 
total number of affiliates to 124. 
WNAB operates full time with 250 
watts day and night power, while 
.WELI operates with 1,000 watts 
+ daytime and 500 watts nighttime. 


‘Display Admen to Meet 


Point - of - Purchase Advertising 
Institute, New York, will hold its 
second annual meeting at the 
Edgewater Beach Hotel, Chicago, 
May 12. 


Draayer Joins Kelley 


Miss Anne Draayer, formerly in 
the advertising department of the 
Globe and Mail, Toronto, has joined 
Russell T. Kelley, Ltd., advertising 
agency, Hamilton, Ont. 


Ermoyan to Reiss 
Souren Ermoyan, formerly art 
director of Beaumont & Hohman, 
. Chicago, has joined Reiss Advertis- 
Catalog Size Increased |ing Agency, New York, in a similar 

Sweet’s Catalog File for the Me- | capacity. 

chanical Industries has reached an | 
all-time high in catalog pages, and | 


will now be issued in two volumes. MAILING SERVICE 


WRAW to Rambeau | Multigraphing — Filling-in 


The William G. Rambeau Com- Addressing —Mimeographing 
pany has been appointed national 


representative by Station WRAW, THE LETTER SHOP, Inc. 


Reading, Pa. | 440 8. Dearborn St. Wabash 8655 
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come, first-served basis. 

In copy signed only “See Your 
Ford Dealer,” the dealers presented 
their plan this way: “You assure 
your Ford dealer of a fair share of 
your service patronage now—he as- 
sures you of priority for genuine 
new parts when needed!” By sign- 
ing up with a Ford dealer, the car 
owner becomes a “preferred cus- 
tomer,” and when his need for new 
parts becomes acute instead of po- 
tential, his priority rating will stand 
him in good stead. 


Ford Dealers 
Inaugurate New 
Priority Service 


(Picture on Page 1) 


Chicago, April 23.—Ford dealers 
of the Chicago and St. Louis terri- 
wens uncorked a new  service-' Besides the newspaper advertise- 
building campaign yesterday which ments, postcards are being sent to 
will spread to some 250 newspa-|aj] Ford, Lincoln and Mercury 
pers before the drive runs its owners in St. Louis and Chicago 
course, with the object of building areas, and posters are being pre- 
a regular clientele for dealers | pared for showroom windows. 
based on priority ratings on a first-| Ford dealers of the two cities em- 


barked on the campaign secure in 
the knowledge that it had been pre- 
tested in Kansas. In three cities 
there, through the cooperation of 
three different Ford dealers, letters 
were sent to a client list outlining 
the Ford priority service plan, and 
coupons were attached for custom- 
ers to fill out and return. The three 
dealers received an average of 25 
per cent returns. 

The dealers are taking steps to 
make sure that priority service 
means what it says. A three-ring 
binder registration book is provided 
each dealer 
receives a card identifying him and 
his rating. 

In Chicago, copy is appearing in 
the Herald-American, News, Trib- 
une and Sun. 


and every registrant | 


McCann - Erickson | 


directs the account, with Miller) eligible to purchase cars. In paid 
Munson account executive. advertising in Philadelphia news- 
a a papers it declared that “the Gov- 
HIT ‘MORALE BUSTERS |ernment encourages NEEDED use 
Harrisburg, Pa., April 23.—Hints| of automobiles. . . ” 
from Washington that the use of Martin H. Bury, of the Bury 
automobiles was unpatriotic took! Motor Company, Philadelphia, was 
hold all too well in Pennsylvania.| named by the association to act as 
Too well, at least, for the automo-| chairman of a committee to work 
bile trade, which has turned to ad-| with newspapers in encouraging 
vertising and publicity to offset the) new car sales. Advertising was 
work of what the Keystone Auto-| 
mobile Club calls “morale busters.” | 
During the month of April, Penn- 
sylvania had a new car quota of 
3,333. New cars released by ration- 
ing boards and sold under order 
2-A for the month totaled only 462. 
The Philadelphia Automobile | 
Trade Association acted quickly to | Are Weapons of War 


offset the inaction among persons | i 


Four terse words—and a perfect pic- 


ture of effective action! Business 
needs that kind of effectiveness just 
as much as our armed forces do. And 
that is exactly what farm publica- 


tions provide the advertiser who 
sells to the farm market. 

They are the most important pub- 
lications that enter the farm home, 
for they are essential in telling farm 


ae 


people how to do their part in win- 
ning this war. And they reach the 


AGRICULTURAL 
_ PUBLISHERS 
_ ASSOCIATION | 


FARM PUBLICATIONS OFFER... 
"The only complete and effective 
overage of the farm field 


IF YOU Need ONE-Gez ONE! 


WHEEL POWER , ~cepon power and Automobiles are Ammumtion! Ne good 
Soldier dows =#hout « gun Ne patriotic Civilian need do without NECESSARY 
Traraportation. Used “correctly and conservatively, Cars «il ploy a 
important « role as weapons in attemng Victory! 


BETTER USED CARS are now being offered by Philedelphie Automobile 
Dewlers They re better trom every angie Appeerence, Performance ond 
Economy of Operation. They ve been “Duration . conditioned” te serve 
for thousends end thousands of mies and both prices and terms ore few 
Most mportent Me Retioning Certificate 5 required to purchese « Used 
Cor! And they are Tex Free, 


MEW 1942 MODELS are cio wit on display and may be purchased by « 
great many groups of eligible person. W you're in dowbt whether YOU'RE 
chile, we'l be glad te help you find out 

FINLAY, WE REPERT RGRID— 4 you NEED « Cor GET one! Hf you HAVE 


ere—dont store 4 Use W. The Government ENCOURAGES 4 Common. 
serve DICTATES + AND VICTORY DEMANOS IT! 


This “Victory” Emblem 


PHILADELPHIA AUTOMOBILE TRADE ASSOCIATION 


financed by voluntary contributions 
solicited not only from dealers, but 
finance companies, body and paint 
shops, accessory stores and all kin- 
dred organizations. 

Purchase of used cars also was 
urged by the ad. C. S. Klugh, man- 
ager of the Pennsylvania Automo- 
tive Association, said it was “a 
well-known fact that during recent 
months the public has been offering 
used cars for sale at a rate faster 
than even the largest buyers can 
accept them.” In Philadelphia, the 
first week of advertising and pub- 
licity by the association brought a 
“noticeable reduction” in _ cars 
offered for sale. The association is 
urging dealers throughout the state 
to adopt similar advertising pro- 
grams. 

The Keystone Automobile Club 
pointing to some government offi- 
cials as “morale busters,” declared 
“It is no laughing matter when by 
the printed and shouted word the 
motorists of the United States are 
kept in a state of anxious suspense, 
mixed with bewilderment and 
anger.” Offhand statements by gov- 
ernment officials, the club said, are 
widely publicized and the correct 
story next day never catches up 
| with the first statements. 


R. L. Sperber Advanced 


R. L. Sperber has been elected 
| vice-president in charge of sales 
and advertising of Sterling Dis- 
| tributors, Ltd., Windsor, Ont. Mr 
|Sperber joined the company 4 
advertising manager in 1936, be- 
coming sales manager three years 
later. 


‘McCabe to “Newsweek” 

| Gibson McCabe, for the pas' 
|seven years circulation and_ bus! 
|ness manager of Young Americé 
| has been appointed circulation man- 


ager of Newsweek, succeeding W 
| R. Pelkus, resigned. Mr. McCabe 
post at Young America has bee! 


| taken over by his former assistant 
Frederic Austin, who was educé 
tional director. 


With Ralph H. Jones 


Philip Meek, formerly preside’ 
of Cinecraft Productions, New Yor! 


six million American farm families. 
With farm earnings up three bil- 


, . . has been appointed director of th 
lion dollars this year, no advertiser New York office of Ralph H. Jon 
Company. 


can afford a “near miss” or a “‘prob- 


Heads NBC Shortwave 


' . ? Fred Bate, formerly director 
tive action with the most effective the National Broadcasting Co™ 
pany’s staff in western Euro} 
been appointed head of the NB 
international division. 


able.” Give your advertising effec- 


medium in the farm market—farm 
publications. Agricultural Publish- 
ers Association, 333 North Michi- 
gan Avenue, Chicago, Illinois. 


Joins “Field & Stream” 


David J. Mann, formerly ©dve™ 
tising manager of New York ‘ote’ 
ist, has resigned to join the «dve™ 
tising staff of Field & Stream. N® 
York. 
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your auto ona 


RANCH Vacation 


PHOTOGRAPHIC REVIEW as. Ves 
OF THE WEEK 


g 
EYE-FILLING POSTER TO SELL JANTZEN'S ‘42 SUITS 
An assured mode of travel—if you discount the trains required by servicemen— 
is guaranteed in this new 24-sheet poster produced by Edwards & Deutsch 
Lithographing Co. for the Atchison, Topeka & Santa Fe Railway. Stack-Goble 
Advertising Agency directs the account. 
SALUTE TO THE SPORT OF KINGS 
A new poster by Jon Whitcomb is invading the summer swim suit market and will be spread on boards from coast to 
coast by May 25. The new Jantzen campaign also calls for numerous insertions in national magazines. (Story on Page 30.) 
we HEAR PLANS FOR U. S. NUTRITION DRIVE AIDS CONSERVATION 
10ns 
but 
aint 
kin- 
was 
nan- . 
ymo- TIRES CAS. O/L " Derby Day isn't far away and Glenmore Distilleries, Louisville, hopes this point- 
, “ag - of-sale display will induce some of the customers to bet on Silver Label bourbon. 
cent ye wae WAR » It was lithographed in full color by Milprint, Milwaukee. 
Pring 
oe SUPPORTS U. S. NUTRITION DRIVE 
, the 
pub- 
ght a 
cars 
ion is 
state 
pro- 
Club The government-industry campaign on behalf of improved national nutrition was 
- offi- outlined recently before this Chicago group and plans for cooperation of the 
lared restaurant industry were detailed by James V. Malone, merchandising editor, 7 
“ American Restaurant Magazine. Attendees were (left to right, seated) C. A. MARYLAND CASUALTY 
“ he Patterson, publisher of the magazine; H. E. Houghton, merchandising consultant COMPANY - BALTIMORE 
d : ‘ to the Office of Defense Health and Welfare Services; Mary T. Kavanaugh, 
2s are Chicago schools dietitian; Alberta M. Macfarlane, educational director, National The national drive to conserve tires, gas- 
pense, Restaurant Association; (standing) T. D. Gibbons, assistant secretary of the asso- oline and oil is given a new spurt with 
and ciation; F. O. Washam, director, Board of Education Lunchrooms; D. F. Kiesau, this poster being distributed nationally 
y gov- executive secretary, Chicago Restaurant Association; Mr. Malone; W. J. Hannon, by Maryland Casualty Co., through its Fuchs Baking Co. is using this 24-sheet poster to tie in with the government's 
id, are national advertising director of the magazine; Martin J. Harding, vice-president 10,000 agents and brokers. A postcard nutrition campaign, employing a red and white loaf wrapper against a blue back- 
-orrect of the association; and H. C. Siekman, editorial director of the magazine. mailing includes the same appeal. ground. The poster was designed by Nor-Lyn Advertising, Miami. 
es Up 


CFAC LISTS THESE EIGHT AMONG 50 AWARDS FOR OUTSTANDING 1941 ADVERTISING PRODUCED IN CHICAGO 
od 
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ST. VALENTINES DAY:*-FEBRUARY /4,, 

LL 
n a Winners of awards last week in the third annual competition sponsored by the Chicago Federated Adver- bottom row, left to right) industrial publications, outstanding campaign, Portland Cement Association, 
ly Aver tising Club included (top row, left to right): outdoor division, outstanding national poster, Jos. Schlitz Roche, Williams & Cunnyngham, agency; national magazine division, outstanding campaign, American a 
ric ON fewing Co., McJunkin Advertising Co., agency; special awards division, black-and-white photograph Meat Institute, Leo Burnett Co., agency; outdoor division, outstanding national campaign, Allied Pos 
he on Feirban ks, Morse & Co., Henri, Hurst & McDonald, agency, Karl Oeser of Sarra, Inc., photographer: Florists Association, prepared by Lyman Simpson, General Outdoor Advertising Co.; and national maga- - 
pam. Né *wSpeper division, outstanding national campaign, Pillsbury Flour Mills Co., McCann-Erickson, Inc., 


tine division, outstanding advertisement, S. C. Johnson & Son, Inc., Needham, Louis & Brorby, agency. 
Fifty awards were made after a total of 800 entries were sifted through by a special CFAC committee, 
(Story on Page 21.) 


“gency: trade publications division, outstanding campaign, and special awards division, four-color pho- 


Yograph, Swift & Co., J. Walter Thompson Co., agency, A. George Miller, Inc., photographer; (and 
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ADVERTISING AGE 


April 27, 


| EVERYONE WALKING TODAY + 
i CRITERION SERVICE MORE 
NABORHOOD SALES AT LESS COST. 
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ARE CARRYING THEIR SHARE 


FOR VICTORY 


Th IRTY-FOUR of New York’s largest Metropolitan stores are promoting a “carry 
your own package” campaign to save materials for Victory, attaching colorful labels 
to packages which say, “I am carrying my share for Victory.” Like campaigns in 
other cities are turning Americans into “walkers” and “carriers.” 


We business men in buying Government bonds, by war work of all kinds, are 
carrying on to Victory. Also we are 100% helping Donald Nelson get out quickly 
the tools of War, but we must also keep our Consumer Products Industry “hum- 
ming” to help pay the cost of war. 


Great changes in merchandising, buying habits, and markets are taking place, 
such as (1) cuts in number of retail salesmen; (2) handling of fewer items by 
retailers; (3) growing importance of naborhood independents, chains and supers, 
(4) great increase in walking instead of riding and pedestrian buying; (5) redistri- 
bution of wealth from higher to lower income groups, (6) growth of heavy indus- 
try and training camp markets—and many other changes. 


With help of valuable déaler friendships, developed by the members of our 
organization calling on thousands of retailers cach year for tw enty-cight years, we 
are digging out the real facts about these changes out in the field. Tell us your prob- 
lems and we will help you, if we can, without obligation. Many advertisers have 
told us we have helped them definitely in showing better sales at less cost. 


Criterion rests on two simple but basic ideas: FIRST, that families flock together 
to the tune of from 500 to 15,000 in a unit which we call a Home Naborhood, at the 
center is always a nest of stores or a Main Street averaging 10 to 35 food, 2 or 3 
drug, cigar, candy, hardware stores, movies, etc. This we call a Naborhood Shop- 
ping Center, of which there are 28,000 in the principal markets of the United States 
and Canada—2z 50 in Chicago, 500 in New York, and so on. Here is the amoeba—the 
first business and social cell of the nation, where 85% of the time of the family is 
spent going to the store, school, church, movies, etc., and here is where 85% of 
everything bought at retail by the family is purchased. 


The SECOND basic simple idea under Criterion is that while we find these cen- 
ters everywhere they differ from the standpoint of nationality and buying power, 
which gives Criterion its perfect flexibility. 

We have a patented poster display (8 ft. by 4 ft.) which we attach to retail 
business buildings at eve level, on busy corners, and on which we dry-post a colorful 
poster (often in 12 colors) once a month. We build for each advertiser a “tailor- 
made” showing of Criterion displays covering just the right naborhoods and elimi- 
nating those not right. 


Among accepted consumer media Criterion stands out (1) because with its 
flexible operation you eliminate waste; (2) because of its very low cost of 11'6 cents 
per day or 4!o cents per 1,000 consumer circulation (per Starch Survey) adult 
pedestrians only, which circulation is growing fast because of additional walking; 
(3) because 28 years’ experience has proved Criterion is a definite sales medium for 
many leading advertisers being so close to the ring of the cash register in thousands 
of stores. 


‘To you, Mr. Consumer Products and Services Business Man, Criterion offers 
today not only a low cost, unwasteful, accepted sales medium, but also a sensible 
war-time consumer-dealer influencing method, whereby you may insure and keep 
insured continuously, that most valuable good-will for your products or services, 
which you have worked so hard, for so many years and have spent so much money 
to build up. 


In war times don’t forget—“Out of sight—out of Mind.” Let us furnish you or 
vour agency full details. 


CRITERION ADVERTISING COMPANY, INC. 


SALES OFFICES: NEW YORK + BOSTON +- CHICAGO 
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